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Here is the wonder and beauty of Christmas—captured 
in a truly original treatment of the Nativity Story. 
The Children’s Nativity tells the ancient story as i 
might be visualized in the eyes of a small child at 
Christmas time. A sensitive. appealing interpretation. 


it presents the Nativity with children in the traditonal 





roles of the Shepherds. the Wise Men. the Family in 
the Manger. The Children’s Nativity is a complete 
series of four seenes. available as a group or ind:- 
vidually. It will be sold on an exclusive basis to one 
store only in each community. A complete brochure. 


illustrating the entire series. will be mailed to you 





on request: no charge. of course! 


2516 Armitage Avenue e@ Chicago 47, Illinois @e HUmboldt 9-2516 





FREE—your copy 
SHOWMANSHIP IN 
SELLING PAYS OFF. 
Write today on your 
letterhead. 


Ask us to call 
and see you. 
No obligation. 
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TRADE MARK © 


on Fabrics at Macy's. new vor 


showmanship in Seling Ag ri 
because... it creates the emotions © which develop the urge to buy 


These beautiful exciting vacation windows at Macy’s by John Foley, 
Display Councilor, furnish another striking example of the way America’s 
best stores from coast to coast use W. L. S. Comuras. Designed to stimulate 
readership, interest and sales, these luxurious backdrops are reproduced 
by silk-screen process in 10 soft oil colors on white fabric. Comuras 
afford the modern method of achieving showmanship, artwork and 
design at the lowest possible cost. 


comuras are America’s lowest cost way to achieve Showmanship in Selling 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
L > Specialists in Merchandise Presentation * Demonstrotion + Disploys + Exhibits 
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PUBLISHED BY 


THE DISPLAY PUBLISHING COMPANY 


407 GILBERT AVENUE, GARFIELD 2050-2051, CINCINNATI 1, OHIO 


OUR NEXT ISSUE 


How display is handled at A. Harris 
& Co., Dallas, will be the subject of 
one of several major feature articles in 
the next issue, as well as reports on 
contemporary display in major cities... 
the September issue, in the mail Aug- 


ust 20. 


THE COVER 


This display was created by designers 
of International Business Machines Cor- 
poration, New York City, and arranged 
by the Julius Roehrs Company, Ruther- 
ford, N. J. The flowers, trees, and 
plants were from the tropics and many 
had to be flown to the United States 
expressly for this window. 


EXECUTIVE STAFF 


H. C. Menefee, President 
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R. C. Kash, Editor 
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Eastern Office 


20 West Tenth Street, New York City. 
Phone GRamercy 7-7277. 


s 
SUBSCRIPTION RATES 


Published monthly at $4.00 a year for the 
United States and Canada. To foreign 
countries, $5.00 a year. Canadian and foreign 
orders payable in U. S. funds by International 
money order or New York bank draft. Single 
copies 50 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date: other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 


National 
Association of 
Display Industries 


,tEo, Member 
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Audit Associated 
Bureau of Business 
Circulation Publications, Inc. 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 





new 
store 


in ROCHESTER, MINN. 


First step in the far-reaching expansion program 


of 52-year-old Dayton’s of Minneapolis 


Two acres of skillfully planned selling space 
60 departments on eight levels 

Handsomely designed, decorated and lighted 
Perfectly balanced air conditioning 

Newest type automatic elevators 


Architect: 
Victor Gruen Associates, Los Angeles 


Associate Architects: 
Larsen and MacLaren, Minneapolis 
Supplier of Mannequins, Forms, Costumers, 


Displayers, and other equipment: 


DWhrvs due 


498 Seventh Avenue, New York 18 ¢ Dot Williams, president 


Mary Brosnan Mannequins © Durabelle Plastic Mannequins © Pacific Promotions 





How to start your displays 
off on the right track 


Take a tip from 
Baldwin-Lima- 
Hamilton— 


Display built by Lewis Barry, Inc. 


Here’s how Beaver Board was used in most economical display board you can 
Baldwin-Lima-Hamilton’s display at the buy today. 

35th National Metal Exposition at 
Cleveland last fall. In the photo all 
panels, signs, column enclosures and 
the header (except for the cut-out 
letters) were made of Certain-teed 
Beaver Board. 


Beaver Board comes in *%, 4 and *%- 
inch thicknesses with plain or pebbled 
finish; or there is Beaver Universal in 
'és"’ or 44’’—in pleasing color combina- 
tions of green, tan or white. Write for 
a free sample now, and see for yourself 
There’s almost no limit to the ways you how much Beaver Board can do for you. 
can use Beaver Board for effective, inex- 
pensive displays. Beaver Board is light * Beaver Board is a registered trade name 
as a feather—cuts clean as a whistle. of Certain-teed Products Corporation. It 
Is flexible, sturdy. It can be tacked, | ijt brand name and should nab mi 
stapled, painted or printed. And it’s the : : 


Corlain-teed 


REG. U.S. PAT. OFF. 











Quality made Certain . . . Satisfaction Guaranteed 
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Change from cardboard to paper by the turn 
of a dial... Print one of a kind, two sided or 
repeat extras Use new display scripts 
and/or any type combination Reproduce 
zinc plates, half-tones or any cuts for headings 
and toppers . Prepare originals for offset 
duplication . . . Proof lines of type tor adver- 


ie 
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Use one or several colors 
Adopt any layout and 
. Models for all size stores... 


tising paste-ups. . 
of ink at once 
control copy. . 


Write for complete catalog 
with prices and free samples 
of work. 


THE MORGAN CO., 3984 AVONDALE AVE., CHICAGO 41, ILL. 
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Your “Pastures” W 


vith EATON "Velvety”® 
GRASS MATS 


Sold only thru recognized Display Jobers 


11 SIZES 
6 COLORS 


* TM. Reg 











EATON BROTHERS CORP. 


HAMBURG, NEW YORK 














|...have you thought of PHOTO DISPLAYS?| 


. displays and exhibits come to life with 
King-Size photo blowups used as back- 
grounds, easeled cutouts, and three- 
dimensional Translites! 


The new RCS booklet, Make Mine King-Size, 
shows the new "photo" look for displays 

of all kinds, and how it can be applied 

to your individual needs. 





Anything that can be photographed can be 

mace into an eye-catching King-Size display 
. easily, quickly, and economically! 

Rush the coupon in for your free copy today! 


PPC SF es Ss SF SF SS SSS SF SSS SBS SS Se eee ee 


: Please send my FREE "Make Mine King-Size" to: 


FREE! 32-page illustrated Neme _ 


booklet plus 
price list. Company 


- Address 


STUDIOS: 


Division of Rapid Copy * fers Inc. 


123 NORTH WACKER DR., CHICAGO 4, ILL. 




















§ 2 new display i ideas? 


in your FREE copy of 


Filled with helpful suggestions to 
moke your displays more eye-catch- 
ing, more appealing. Included ore 
many original ideas . . . plus se 
of top notch displays by leading per @ Helpful hints for Cutaw!l users. 

sonalities in the disploy field. @ Yearly calender of display events. 


@ 16 idea-packed pages. 


Pe «>. INTERNATIONAL REGISTER CO., vep+ s4w 2622 W. Washington Blvd., Chicago 12, lll. 








NEW, ENLARGED 


Display World 


The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
the binder opens flat as illustrated for 
easy reference to the pages of any issue. 
Copies can easily be inserted and removed. 


ee 


MAKES YOUR COPIES OF 
DISPLAY WORLD MANY 
TIMES MORE VALUABLE 





@ Easily holds 12 copies 
@ Keeps copies clean 


@ Handy for reference 


+300 
~~ each postpaid 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 


DISPLAY WORLD 


CINCINNATI J, OHIO 
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PERMA JEWEL CLOTHS 
PERMA LAHM CLOTHS 
PERMA GLITTER PAPERS 


Are now manufactured with a new process 


in such a manner as to make them — 


Guaranteed SHED PROOF 


Guaranteed TARNISH PROOF 
AT DRASTICALLY REDUCED PRICES 


The new process puts the tinsel on the cloth and on the paper so tightly 


that it cannot shed and cannot be scratched off. 


No more tinsel shedding on merchandise .. . 


No more tinsel getting into your eyes! 


x*KK KK 


Ask for samples of RUBNER'S NEW SHED PROOF and TARNISH 
PROOF PRODUCTS .. . from your favored distributor or jobber. 


ames 


There’s Always Something New 
5925 seach New York 63, N. Y. 
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AT LAST.... 
THE PERCH 


A J.B. DESIGN 
YOUR CHRISTMAS TREE... a => TOP SHELF 


equipped 


A FUNCTIONAL DISPLAY UNIT @geasl een 


rod—lashes 


THE PERCH : m™ § to stem. 


is available in 9 sizes plus a top shelf 
and can be used on trees up to |0 ft. 
fullness. All metal is finished in black 
oxide by “Pentrate" process; can be 
obtained unpainted or in a choice of ; 
white or foliage green. Each unit of Paty sg APPLIANCES 
THE PERCH consists of a giant Hairpin, 4 
a Crutch and a 9" diam. shelf. Each 
shelf will support up to 20 lbs. weight. 











SIMPLE TO ATTACH 


OBJETS D’ART 





. Insert “Hairpin’’ around 
trunk at proper level 








_ 


- ‘Engage ears of crutch in 
loops of hairpin. 





APPAREL 








~ 
P| 
3. Swing crutch down and nail 
to trunk, keeping hairpin 
horizontal. Attach disc to 
hairpin. 








Bend bottom crutch to rest on floor. & 


SIZES FROM 13" to 53" in depth 
SHELVES 9" diameter 


FOR CATALOG and PRICE LIST WRITE TO: 


JAMES H. JACOBSON toe! Cae 
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Now: save finishing time with low-cost pre- 
finished Tekwood Panels-colored or plain 


HERE IS 

AN AMAZINGLY 
STRONG LAMINATED 
DISPLAY MATERIAL 
AVAILABLE IN 
ATTRACTIVE COLORS 
THAT SAVES LABOR, 
SAVES MONEY. 


Colored Tekwood is a new type of prefinished panel for large or small dis- 
plays that can eliminate many spraying or painting operations and reduce 
display costs. It’s factory finished and is available in seven standard 
colors or special colors to order. Approximate prices are listed below. 


EXTRAORDINARILY TOUGH, this new panel is 
similar in construction to 3-ply plywood. It 
consists of a sturdy hardwood core, 1/16th 
inch thick, with a facing of tough cylinder 
Kraft linerboard resin-bonded to two sides. 
Grain of the linerboard is at right angles to 
the core, resulting in an extremely rugged, 
resilient board that saves shipping cost be- 
cause it’s so light in weight. 


SIMPLE TO FABRICATE. Tekwood die-cuts with 
clean smooth edges. It is easy to saw, holds 
nails, staples, screws and tacks. Can be cut 
in stacks of eight to twelve sheets on a band- 
saw or fine-tooth circular saw. Won’t split, 
splinter, dent or buckle. Its prefinished sur- 
faces are ideal for silk screen, letterpress or 
lithography. Jt’s smooth both sides. 





EASY TO FORM. Tekwood 
can be formed hot or cold 
on standard bending ma- 
chinery with or against 
the grain, or on the bias 
as shown. 


RESISTS WEAR. Because of Tekwood’s durable 
pyroxylin finish, exhibits built with colored 
Tekwood are scuff-resistant, washable and 
permanently colorfast. Always looking at- 
tractively new, they outlast a hand-finished 
surface and save the troublesome and costly 
operation of retouching and refinishing. 


TRY THE TOUGHNESS 
TEST YOURSELF. See how 
strong, tough and flex- 
ible Tekwood really is. 
Write for a sample of 
Tekwood today and test 
its toughness. Then or- 
der a supply at once. 


EASY-TO-ASSEMBLE, self-hinging counter dis- 
plays are easily made with Tekwood by cut- 
ting through two layers and leaving the third 
layer as the hinge. 


AVAILABLE at United States Plywood and 
U. S.-Mengel Plywoods distributing units 
located in 60 cities, where you can also obtain 
application help. A sample color kit may be ob- 
tained from your Weldwood distributing unit. 


NEED A LOW-COST, MOISTURE-RESISTANT SHIP- 
PING MATERIAL FOR pDispLays? Ask about 
Protekwood®, a 3-ply panel which you can 
saw, nail and stencil. It’s strong, lightweight, 
inexpensive and rugged enough to protect 
shipments on open flatcars. 





SPECIFICATIONS 
Standard sheet sizes: 48” x 48” and 48” x 96”. 


Standard grade 4” thick. 

Weight—445 Ibs. per 1000 sq. ft. 

Special colors, sizes, and thicknesses to meet 
custom specifications. 

COST of Tekwood per square foot: Plain 6¢ to 
9¢, Color One Side 8¢ to 12¢, Color Two Sides 
ll¢ to 15¢ (depending on quantity, trans- 





portation charges, etc.). 








UNITED STATES PLYWOOD CORPORATION 


World's Largest Plywood Organization 
and U. S.-MENGEL PLYWOODS, INC., Louisville, Ky. 
ASK FOR INFORMATION ABOUT THE NEW, COMPLETE LINE OF WELDWOOD HARDBOARD 





Tekwood® 








United States Plywood Corporation 
Tekweood Division, 55 W. 44th St., N. Y., N. Y. 


Please send me a free data sheet and sample of Tekwood. 
I'd like to try the toughness test. 


DW -7-54 











Cluett Peabody & Co. uses Deca Poles in 
Their St. Louis Wholesale Showroom for 
Outstanding Merchandise Presentations 


Cluett Peabody and Co., makers of Arrow shirts, neckwear and handker- 
chiefs, are known for the consistently high quality of their merchandise 
presentations, both at the wholesale and retail levels. The displays the 
company loans and recommends to their dealers have been consistently 
awarded top honors in their classifications in national display and merchan- 
dising contests. 


The displays illustrated on this page are from the St. Louis office of 
Cluett Peabody and Co. under the direction of Mr. Charles Linine and are 
another excellent example of how merchandise can be presented (in this 
case, to the dealers) dramatically and dynamically. 

“Module Type” steel Deca Poles are an integral part of each one of the 
striking displays in this showroom. These sturdy steel poles not only offer 
a strong support for the displays, but they add pleasing vertical lines to 
the overall effect of each display. More important than that, by using 
“Module Type” Deca Poles much more merchandise can be shown in the 
limited display area available and it can be displayed cleverly and 
interestingly. 

When display space is at a premium — in store windows, in store in- 
teriors, in showrooms, put “Module Type” Deca Poles to work for you. 
Sales-stimulating, free-standing displays can be quickly, easily and econom- 
ically erected anywhere you have a floor and a ceiling, or the equivalent. 


Easy to erect and dismantle, Deca Poles leave no unsightly marks on 
floor or ceiling. Furthermore, they accommodate any ceiling height from 
31 in. to 25 ft. Best of all, the steel poles are practically indestructible and 
can be used over and over again. 

Investigate all the money-saving advantages of “Module Type” steel Deca 


Poles. Write for Broadside No. 40-D today. 


Write for Information on New Deca-Jorg Joints 


GARRISON-WAGNER (CO. 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
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What Causes These Cheerful Smiles? 


Perhaps this mother is anticipating some outstanding 
Savings on white goods advertised in her morning 
paper ... or maybe she simply likes the people who 
work in this store—helpful, friendly people. 


Its every bit as likely though, that she likes the store 
itself . . . a store whose tastefully furnished, wisely 
decorated interior radiates a personality all its own and 
one which inspires shoppers . . . like this mother and 
her daughter . . . with friendliness and trust. 

It’s evident that salesmanship began the very moment 
they entered this store. You can be sure that from here 
on in, they’re customers in the frame of mind to buy. 





Your Store’s MAGNETIC PERSONALITY 
Can Welcome... Circulate... Sell! 


Just as the store in the above photo- 
graph has passed on its friendly at- 
mosphere to the mother and her 
daughter, . . . SK SALES PROMO- 
TION INTERIORS welcome your 
shoppers with a smile that reflects 





eR me iiecenemnentl 

The result is that this individual 
magnetic personality subtly leads 
your customers (for they’re no 
longer just shoppers) through sec- 
tion after section. You'll notice it 
yourself. Over a given period of 


JULY-AUGUST, 


—and amplifies—the personality of 
your sales people. 


Your shoppers quite naturally think 
“It’s going to be fun shopping 
here!” They expect to find what 
they’re looking for . .. and they 
will . . . quickly and pleasantly, be- 
cause Store Kraft SALES PROMO- 
TION INTERIORS are thought- 
fully designed to focus attention on 
the various types of merchandise 
for which they are built ... to 
accent rather than embellish .. . 
much like the frame around the art 
gallery’s old master. 


time more customers are attracted 
more often. They'll stay longer. 
They'll buy more. 


CUSTOM STYLE LOOK 
Need Not Be Custom Costly... 


SK SALES PROMOTION INTERIORS 
are designed to let you create “sel- 
ling personality” individual to your 
own store. Choose from hundreds 
of variations—displays and counters, 
trims and finishes—et stock unit 
costs. We cordially invite you to 
accept our two-fold invitation be- 


SK Merchandise Movers encourage store-wide 


shopping . 
from unit to unit. 


literally drawing customers 
So invitingly is merchan- 


dise displayed, that values seem greater, more 


appealing. 


OUR TWO-FOLD INVITATION TO YOU 


We'll be happy to send you our new photo-bro- 


chure, 
into Your Store.’ 


“How To Build a Magnetic Personality 
Just attach the invitation cou- 


pon to your letterhead and mail today. 


Also, our special SK Store Planning Service may 
be able to help you solve your own particular 


store-planning problems. 
address on the coupon, 


case. 


7 
7 


Just write to us at the 


No obligation in either 


Ce mmm eee e ee eee ee 
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@ The STORE KRAFT 
~ MANUFACTURING CO. 


@ 274 N. Main St. 


Beatrice, Nebraska 


Yes, I'd like to receive your new booklet on “Magnetic Store 
Personality’ .. . without cost or obligation. 


My name is 





(please attach to your letterhead) 











BETTER LIGHT - BETTER SIGHT 





POWER-~-- PEACE 


THEN & NOW TRANSLUCENTS—TKT Kit of 12, each 
20°' x 28°' screen processed in many attractive colors on 
White Plastic for Indoor-Outdoor uses, with holes eye- 
letted. Price $36.00 per Kit 


12 





SCORES OF LEADING STORES 


are tying-in with Light's Diamond Jubilee “Sellabration" with help of 
3-Dimensional plastic Medallions, "Then & Now" Translucents and other 


materials shown here. 


Sa ih 
ee 


3-Dimensional Plastic Medallion in Giant Sizes for Indoor-Outdoor Uses 


MFC-18 Front of 3-Dimensional Bright-Bronze 20 pt. 

Plastic Die-Cut Round with the Medallion 1{8'' Dia- 

meter and 3%'' flat flange, with holes eyeletted. 
Price $2.55 each 


MFC-36 Front of 3-Dimensional Bright-Bronze 35 pt. 

Plastic Die-Cut Round with the Medallion 36'' Dia- 

meter and 34'' flat flange, with holes eyeletted. 
Price $8.95 each 


EASELS INCLUDED 


DIAMOND DESIGN CARD DISPLAY DSC-6 Size 60" 
Design and Copy as shown on both sides for attaching 2 of 20'' x 28"' 
Translucents when Lighted or 4 of them, back-to-back when not 
Price $8.05 each 


lighted — 3 separate easels included. 








DIAMOND DESIGN CARD 
DISPLAY DTC-3 Size 30'' x 40°’ 
with Design and Copy as 
shown on both sides for at- 
taching one of 20° x 28" 
Transiucents when Lighted or 
2 of them, back-to-back when 
not lighted—2 separate easels 


included. Price $4.90 each rately. 


x 40"' with 


MBC-18 Back of 3-Dimensional Bright-Bronze 20 pt. 

Plastic Die-Cut Round with the Medallion 18'' Dia- 

meter and 34"' flat flange, with holes eyeletted. 
Price $2.57 each 


MBC-36 Back of 3-Dimensional Bright-Bronze 35 pt. 

Piastic Die-Cut Round with the Medallion 36'' Dia- 

meter and %"' flat flange, with holes eyeletted. 
Price $8.97 each 


WITH MEDALLIONS 


DIE-CUT ROUND EASEL-HANGER 
on 60 ft. Jute to hang or stand one 
or both sides of Medallion. Brass 
plated truss head screws and wing 
nuts furnished. These sold only 
with Medallions, not separately. 


RDC-19 for 18’ Medallions. 
Price $1.35 each 


RDC-37 for 36'' Medallions. 
Price $2.35 each 





SJB-28 DIE-CUT JUTE SHADOW-BOX at- 
taches to back of Diamond Design Displays 
to light the 20"' x 28'' Translucents or can 
also be used with Translucents alone with- pt. Medallion together with 
out Displays. Each with 8' steady burning 
cord with 2 Rubber rings and brass plated shown in die-cut 30°' x 40" 
truss head screws and wing nuts. These color Card Display—2 sepa- 
sold only with Translucents, not sepa- 








DOUBLE MEDALLION DIS- 
PLAY LTM-34 Double 1/8" 3- 
Dimensional Bright-Bronze 20 


front at top, back below as 


rate easels included. 


Price $1.65 each Price $9.50 each 


When ordering, f.o.b. Chicago, send for New Materials Folder showing 
other Accessories for this Jubilee "Sellabration." 


BISHOP PUBLISHING CO. 


168 NO. CLINTON ST. 


e CHICAGO 6, ILL. 
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THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


_ BY GIBRALTAR 


For Trade and Hotel 
Shows... Sales 
Meetings .. . Interior 
Floor Displays... 
Special Product 
Promotions... 
Window Backgrounds 
. » - Campaign Drives 


ONLY 


| $3 500 


“Se 
re 


[t's dramatic ...it’s durable... 
it’s precision-built of silken 

surfaced corrugated board tn : | 2 
beautiful pastel blue... it’s Stands 774” high, including 





“all-purpose! There are canopy ; adjustable in width 

hundreds of ways to adapt irom 13’4” to 6’8”. Sets up 

this basic display to your easily. Weight, including packing 

individual needs. case, only 33 pounds. Quantity 
prices on request. 


To show and sell any product, 
any idea, any service... just 
fill out the coupon... 


GIBRALTAR CORRUGATED PAPER CO., INC. 
Merchandising Display Division Dept. DW-7 
8101-25 Tonnelle Ave., North Bergen, N. J. 
(] Enclosed find check in amount of $ 
for Gibraltar “All-Purpose” Dis- 
play Settings at $35.00 each. (We ship by 
? Railway Express unless otherwise specified.) 
o-gltar F.O.B. North Bergen, N. J. 
[-] Send me the Gibraltar “All-Purpose” Display 
CORRUGATED PAPER COMPANY, INC. Setting brochure. 


$101 Tonnelle Ave., North Bergen, New Jersey ane 
LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. : ADDRESS 
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If you were at the convention, 
perhaps you noticed our truck 
with Santa and his prancing rein- 
deer on top. 


Frankly some of our boys got 
all hepped up with the Christ- 
mas spirit and trimmed our truck 
as well as our showrooms. 


So many people have called 
us —so many have wanted their 
trucks rigged up with this dis- 
play that we've decided to 
make this set available as part 
of our line. 


Contact us at once for 

: : information on how you 

ihensitdl hamberger, —_— Sales ae 
115 WEST 3ist STREET, NEW YORK CITY, NEW YORK 
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AFTER YOU COMPARE 
YOU’LL AGREE 


Showcard Machines 
lead the field... 


Regardless of price, you cannot buy equipment that is better- 
in-all-ways than Showcard Machines. Their ingenious method 
of type set-up gets jobs done fast, yet asks no special skills or 
experience. They offer all the flexibility of layout, type faces 
and color you could want, yet keep your sign costs ata minimum. 

Showcard Machines are available in sizes for all require- 
ments. Construction is so rugged and trouble-free that each 
machine carries a full five-year guarantee. Make sure you get 
all the facts and we are quite sure your choice will be the 
Showcard Machine. 


WRITE TODAY FOR FULL DETAILS 


1196 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 


1954 
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Kditors Comment 


You are probably wondering what a photograph is doing on this 
page, and rightly so. It is the first time -- and probably will be the 
last -- that a display has been pictured in Editor's Comment. 


The window has nothing in the way of technique to recommend it; 
as a matter of fact, its peculiar interest lies only in the fact that 
it is one of the first display photographs to come from a Communist- 
ruled country since the Iron Curtain was lowered. It gives us a chance 
to contrast display methods in a totalitarian state with those in our 
own and other free countries. 


By one of those coincidences which are completely beyond explana- 
tion, in the same mail in which this photograph came in from Czecho- 
slovakia I received a release dealing with current display in that 
country, taken from "News From Behind the Iron Curtain," which is pub- 
lished monthly by the Free Europe Committee, operator of Radio Free 
Europe. The release tells of a young man who took a course in window 
display design before he left Czechoslovakia, and his description of 
the principles taught in the display classes. Note in the following 
how faithfully even the simple display of groceries pictured here com- 
plies with the rules laid down: 


1. A shop window should display only those goods which are "in 


demand by the people," i.e., which are utilitarian, and will therefore 
catch the eye of the passerby. 


2. Interest should be attracted by a central motif, preferably 
political. <A poster illustrating one of the current government propa- 
ganda themes -- if possible, related to the nearest Communist commemo- 
ration or holiday --is desirable. This attracts the attention of 
those who oppose the regime as well as its followers. It should also 
arouse the curiosity of those who are "indifferent." 


5. Bourgeois methods of display should be avoided. For example, 

a hand wearing a glove does not belong in a Socialist display. Such a 

hand appears never to make worked, implying that it is possible to live 

without working. Similarly, moving mannequins who nod their heads are 
non=-Socialist -- "Would any worker have the 
time for such unnecessary gestures? This 
kind of advertisement is effective only in 
the capitalist world, where unproductive 
work is rated above productive..." 


4. Window lighting is frowned upon. 
"It wastes electricity needed for the 
factories, and distracts people on their way 
to work or meetings..." 


Oo. The display must stimulate interest 
in the work process which went into the 
merchandise. Aside from the political 
poster, it is advisable to show a picture 
of the factory which produced the merchan- 


(Please turn to page 62) 
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linic Highlights Market Week 


HE Display Market Week held by the to sponsor another for next year’s Market buying resumed Monday and built up steadily 

National Association of Display Indus- Week in Chicago. until Market Week concluded W ednesday 

tries at the Hotel New Yorker, New As for Market Week itself, the NADI an- noon. 
York City, June 19-23 will be regarded by nounced that more than 2,200 came to see Indicative of the 
many as a milestone in the progress of the the offerings of 96 exhibitors, as well as _ hibitors is the fact that fewer complaints were 
field. Several factors contributed to make it those of local NADI members who showed _ heard this year than ever before as to the 
so, among the most significant being the their wares in their own showrooms. Many amount of buying done. And yet many dis- 
Display Clinic held the day before the formal were present when the show got under way on playmen commented that they were present 
opening of the show. This was co-sponsored Saturday morning, and trafhe was good to observe, rather than to do immediate buy- 
by the NADI and the Visual Merchandising throughout the day. Sunday was a different ing, and would complete their plans on their 
Group of the National Retail Dry Goods As- _ story, since an estimated 300 displaymen at- return home so as to correlate what they 
sociation and presented top speakers on _ tended out-of-town events, but traffic and had seen with specific promotions planned 
various subjects relating to display. Although 
registration for the all-day event was $12.50 —Above are the speakers at the all-day 
per person, the attendance was excellent and Display Clinic sponsored by the NADI and the 
deep interest was manifested in the entire NRDGA. Top row, Lee Court, Dean Charles 
program; 3/5 persons were present at the oad Edwards, Herold Melnicove, and Marjorie merchandise to them later. 

, “e Reich . . . Center row, Robert K. Farrand, ; . as 
luncheon which divided the two sections of William J. Pilat, Prof. Stanley R. McCandless. Costs were declared by many to be in line 
the affair. So successful was the clinic, Rollo Gillespie Williams, and Abe Feder . . . with current budgets, although some dis- 
which is covered in detail in this issue, that Bottom row, Edward F. Kook, Valentine SG. playmen felt that they were a _ bit high. 
the NADI and NRDGA have already agreed O'Connell, and Victor Gruen— Quality of the articles offered was uniformly 


business done by ex- 


for their stores. A definite trend was to buy 
with certain promotions in mind, rather than 
to purchase given display items because of 
their appeal and then attempt to fit the 
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—Top right, representatives of the Clinic's 
sponsoring organizations. Left to right, John 
Bowman, managing director, NADI; a repre- 
sentative of the Hotel Statler; Howard 
Abrahams, manager of the Visual Merchandis- 
ing Group, NRDGA; Irving Eldredge, assistant 
manager of the VMG, and |. T. Vierheller, 
president, NADI . . . The other photographs 
were taken at the buffet dinner after the 
Clinic— 


good. Animation displays in_ considerable 
quantity were purchased, and at least one 
exhibitor pointed this out as a definite trend 
for the coming Christmas season. 

A group of 70 participated in the con- 
ducted tour of suburban stores on Thurs- 
day, June 24. 

Dates selected for the NADI’s next meet- 
ing are December 11-15, at the Hotel New 
Yorker. The mid-year event for 1955 will be 
held in Chicago June 23-30; the selection of 
the hotel will be announced within the next 
30 days. 

At a membership meeting of the NADI on 
June 17 the following officers were reelected: 
President, I. T. Vierheller, Garrison-Wagner 
Company, St. Louis; first vice-president, 
Charles R. Waldman, Standard Fixture Com- 
pany, Dallas; second vice-president, Fritz 
Oltmann, Oltmann Decorating Company, 
Omaha; secretary, Sylvan Freund, Decorative 
Plant Corporation, New York City; treas- 
urer, Richard J]. Adler, Adler-Jones Com- 
pany, Chicago. The new board of directors 
will be announced soon, according to John 
F. Bowman, managing director of the asso- 
ciation. 

A meeting to discuss future plans for the 
National Display Association was held at 
the New Yorker on June 20, with President 
Escher Bettis, Stewart Dry Goods Company, 
Louisville, in the chair, and approximately 50 
present. After Guy Malloy, Neiman- Marcus 
Company, Dallas, traced the history of the 
NDA from the time it was the Southern 
Display Association, Bettis outlined a _ tenta- 
tive program for the organization. He pointed 
out that membership has grown from 77 in 
1953 to a total of 250 at the present time. 
Dr. Ray Birdwhistell, Louisville, concluded 
the meeting with an inspiring address. The 
NDA held a business meeting later in the 
week, at which time it was decided that the 
election of officers will be conducted by mail. 

As mentioned above, the Display Clinic 
held at the Hotel Statler on June 18 was 
easily the individual highlight of the show. 
It got under way with a welcome by I. T. 
Vierheller, head of the NADI, after which 
Harold Melnicove, vice-president in charge 
of visual merchandising for The Hecht Com- 
pany, Washington, took over as master-of- 
ceremonies. The event concluded with a 
buffet dinner, followed by several hours of 
music and various acts under the able direc- 
tion of Dave Sloan, Capital Merchandising 
Company, Brooklyn. 


DR. CHARLES M. EDWARDS, JR. 


Dr. Charles M. Edwards, Jr., dean of New 
York university School of Retailing, opened 
the morning session of the Dispiay Clinic. 
He said: 

Eleven years ago, when William H. Howard 
and I revised our book on “Retail Advertis- 
ing and Sales Promotion,” I expressed in 
unmistakable terms my own certainty about 
the value of display as a sales promotion 
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—On these two pages are additional scenes 
from the buffet dinner get-together— 


medium. At that time | made the following 
statements : 

“No matter what kinds of merchandise a 
store handles or to what classes of people it 
caters, no matter what its type, size, or finan- 
cial strength, windows are one of the store’s 
most valuable media for delivering a telling 
message to potential customers. Many stores 
consider window display the most important 
of all media. Often, in fact, window display 
is the only form of publicity used, other than 
interior display ... As a general rule, window 
and interior displays are the only forms of 
publicity that are indispensable to every store.” 

As these passages indicate, | have long been 
convinced of the essential role that display 
has played inthe past. I am equally convinced, 
moreover, that display will play an even more 
significant role in the future. With the wide- 
spread application of self-service and_ self- 
selection techniques by stores of all types, 
display is destined unquestionably to exercise 
a still greater influence in attracting customers 
and making sales. 

Although | am a staunch booster of display, 
| must admit that many others apparently do 
not share my high esteem for the medium. 
Actually, many retailers still look upon display 
as a decorative art, rather than as a selling 
agent. They view the members of the display 
department in a_ not-too-flattering light as 
“displayman,” “window trimmers,” and such. 
They classify them as artisans and mechanics, 
rather than as executives. 

(Of course, the fact that the majority of 
retailers still fail to accord to display a 
position on the sales promotion team equal 
to that of advertising and other sales promo- 
tion media is offensive and disturbing to those 
who earn their livelihoods in display. This 
is a sad state of affairs it is true. But it is 
one for which the display executives them- 
selves are primarily to blame. With very few 
exceptions, display executives themselves 
have done little to merit a more prominent 
place in the sun. To date, they have done 
little but to try to talk themselves into a 
position of greater importance and acceptance. 
They have done little more than to talk each 
other into believing that display is an influen- 
tial medium — without proving it to their 
store heads. In the hope of winning greater 
stature, they have agreed among themselves to 
confer a new title upon their age-old art- 
without considering fully the wisdom of their 
choice. 

Up to this time very few stores have 
embraced the proposed new term “visual mer- 
chandising’” —and, therefore, the proposed 
new title “visual merchandising manager.” It 
seems unlikely that a substantial number of 
stores will hasten to adopt the new names 
in the years ahead, for several reasons: 

The term “visual merchandising” merely 
adds confusion to an already perplexing mess. 
No one has yet come up with a completely 
satisfactory definition of the term “merchan- 
dising” as it applies to the function of “mer- 
chandising.” Notwithstanding this fact, a 
group of display people come along’ with 
another — and completely unjustified — use of 
the term to muddy the water still further. 
We have general merchandise managers and 
divisional merchandise managers; apparel 
merchandise managers and home furnishings 
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merchandise managers. And now we must 
add visual merchandising managers! 

The term “visual merchandising” is a mis- 
nomer in another sense, too. It mistakenly 
endeavors to imply that the visual approach 
is peculiar to display. Actually display 1s 
only one of the several forms of sales pro- 
motion that make use of visual techniques 
in selling. Several other sales promotion 
media, such as advertising, special events 
(fashion shows, showings, demonstrations, 
etc.), and even personal selling, are dependent 
upon visual devices. 

Can’t we face the facts of life? Can't we 
gain respectability and responsibility for dis- 
play by calling it “merchandise display” or 
“merchandise presentation”? Will an artificial 
and offensive change of name give display 
greater respectability and higher rank? Let’s 
stop kidding! 

I’m heartily in favor of earning for display 
a full recognition of its true worth as a sales 
promotion tool. I’m strongly opposed, how- 
ever, to this ill-advised attempt to look at the 
display function through rose-colored blinders 
(not glasses) and to call it something it isn’t. 

In the final analysis a man can not convince 
others of the importance of his work merely 
by wishful thinking or by glib talking. We 
must prove the value of his activity in either 
one or both of two ways: 

(1) by showing what is to be lost without 
his product ; 

(2) by showing what is to be gained 
through his product. 

Apparently a few stores are setting out to 
learn by the first way —the hard way — what 
is to be lost without display. While they place 
increasing emphasis on interior display, they 
place decreasing emphasis on window dis- 
play. Certainly this is the case with a few 
of the newer stores in shopping centers which 
are eliminating windows from their buildings 
on the excuse that shopping center stores 
enjoy very little pedestrian traffic. For this 
practice I can think of only one appropriate 
remark: “How foolish can one get?” In well- 
located shopping centers, the cornfields of 
today are likely to be the thoroughfares of 
tomorrow. 

Of the two procedures of discovering the 
value of display, the second is certainly by far 
the more sensible. We must show what is to 
be gained through display by revealing the 
results produced by display. There is abun- 
dant evidence to prove this point. 

Eight years ago the National Retail Dry 
Goods Association and the New York uni- 
versity School of Retailing initiated jointly 
the first comprehensive study of display in 
order to learn the facts about two major 
issues : 

(1) the relative size of the audiences (or 
the relative amount of “circulation” ) delivered 
by display and other sales promotion media; 
and 

(2) the relative effectiveness of different 
display techniques. 

Under the supervision of an advisory com- 
mittee of store executives and _ university 
officials, Mr. Howard M. Cowee, then a mem- 
ber of the faculty of the N. Y. U. School of 
Retailing, directed a study which turned out 
to be so enlightening that the NRDGA pub- 
lished the findings in a booklet called “How 
to Evaluate Display.” 

Because the initial study proved so fruitful, 
the NADI joined the university in sponsoring 
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two additional studies in succeeding 
With the guidance of a committee of display 
experts, Mr. Cowee and his assoicates at New 
York nation-wide 
studies, the results of which were published 
in book form as Pilot Study No. 1 and Pilot 
Study No. 2 of the “Visual Merchandising 
(There's that term 
“visual merchandising” Copies of 
these studies are still available through Mr. 
John Bowman, director of the 
NADI. 

Time will not permit me to review the 
many meaningful findings of these three 1n- 
formative studies. I do want to assure you, 
that we discovered, first, that the 
circulation” of display compares more than 
favorably in quantity and quality with the 
circulation of newspapers and other media; 
and, second, that it is possible to measure the 
relative selling effectiveness of different dis 
techniques —-techniques that vary ap- 
preciably in selling effectiveness. 

In concluding my remarks, | urge you to 
read the three reports to which I have re- 
ferred. In addition, I urge you to decide in 
your own self-interest, immediately and unani- 
mously, to continue similar studies in_ the 
future. Only by conducting such fact-finding 
studies can you improve your own skills and 
techniques as display executives. Only by 
substituting facts for opinions, moreover, can 
you win the recognition and support that you 
deserve for display and for yourselves. If 
you decide to carry on similar projects, you 
can count on us in the New York university 
School of Retailing to lend all the 
help that we can! 


WILLIAM J. PILAT 
The next speaker was William J. Pilat, 
president, Russell W. Allen Company, New 
York City, who spoke on designing self- 
selection fixtures. He said: 
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—At the officers’ table of the NADI mem- 
bership meeting. Seated in the usual order, 
D. W. Carlton, of the Hotel New Yorker; 
John Bowman, managing director; George 
Silvestri, Silvestri Art Mfg. Company, Chicago, 
board chairman; |. T. Vierheller, Garrison- 
Wagner Company, St. Louis, president; 
Charles Waldman, Standard Fixture Com- 
pany, Dallas, first vice-president. Standing, 
Sylvan Freund, Decorative Plant Corporation, 
New York City, secretary; Earl Gasthoff, Earl 
W. Gasthoff Company, Danville, Ill., director; 
Richard Adler, Adler-Jones Company, Chicago, 
treasurer . Upper right, John F. Gasthof, 
Gasthoff Mfg. Company, Tampa; Sam Glick, 
R-Tex Company, New York City; C. G. 
Woelky, Bulkley, Dunton & Co., Corry, Pa.; 
John J. Denton, Ferro-Craft Corporation, Mor- 
ganfield, Ky.; Jack Campbell, Sherman Paper 
Products Company, Newton Upper Falls, Mass., 
Bob Schmutzler, Reyburn Mfg. Company, 
Philadelphia— 


The design of any self-selection fixture 
worthy of the name is far more than a display 
problem, it’s a problem of how best to sell 
for profit. This is not the job of the display 
director alone, or the merchandise manager 
or the buyer or the store expense head. It’s 
the job of all combined. 

The big difference between a display pure 
and simple and a self-selection display is in 
the intent. A window display, a feature item 


—Lower left, Percy Wisoff, Decorative Nov- 
elty Company, Brooklyn; David Sloan, Capital 
Merchandising Company, Brooklyn; David 
Opperman, Columbia Display Material Com- 
pany, Brooklyn; Gordon Price, Kalmo Textiles, 
Inc., New York City; Dave Stromberg, Mutual 
Display, Cleveland; Roy L. Charney and 
Bernard Schwartz, Bernard Schwartz & Co., 
New York City; Monte Seewall, Decorative 
Novelty Company . . . Lower right, Mr. and 
Mrs. Eugene Palmer, Twinkle Displays, New 
York City; Mr. and Mrs. Eugene Eppler, New 
Style Studio, New York City— 


display, even the decoration of departments or 
the store as a whole—all are primarily 
concerned with creating an atmosphere or an 
effect that will attract attention and arouse 
interest. A - self-selection fixture 
should be—a reflection of specific merchandis- 
ing and service objectives. It isn’t only a ques- 
tion of attracting attention. It must attract 
attention according to a plan that has as its 
purpose the selling of the merchandise involved 
on a more profitable basis to the particular 
store. 

This means that for the purpose of design- 
ing self-selection fixtures, display directors 
must, in reality, work with the management 
and merchandising people in trying to accom- 
plish stated objectives in terms of use of 
space, fixtures, and personnel. Self-selection 
is a matter of degree—as is_ self-service. 
Therefore, in any degree of self-selection, 
some or all of the following questions may 
be involved and must be considered in the 
design of fixtures. 

1. What is the merchandise involved in 
terms of items, brands, prices, sizes, colors, 
materials, etc., and how much variation will 
there be in the total assortment and its pro- 
motion throughout the year? What does this 
mean in terms of the space needed to display 
torward stock and essential forward reserve 
stock ? 

2. How does the customer buy these prod- 
ucts? What questions does she usually ask 
What are the essential facts or selling points 
to be stressed ? 

3. Is the entire assortment to be displayed 
in a manner that permits the customer to 
make her own selection unaided? If you were 
selling this product personally would you show 
the entire assortment to the customer or 
would you select a few items ? 

4. Is the purpose only that of partial self- 
selection in the sense that the customer may 
decide from the display what she wants, but 
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must ask a salesperson for the quantity in 
the size or the color, etc., she prefers? 

5. What is the intent of the buyer as to 
the amount of visual emphasis to be obtained 
on low, medium and better priced items? 

What provisions should be made for dis- 
plays of special features, best and 
related items? 

Does the 
quire only a 
what else? 

8. Is it the purpose of the display arrange- 
ment to make it easier for the customer to 
find what she wants and buy it? Will :t 
simplify customer selection to make everything 
available to the customer or will it be like 
hunting for a needle in a haystack ? 

9. What effect will the display arrange- 
ment have on the average sale? On losses 
due to pilferage ? On markdowns due to 
soilage? On customer satisfaction? On total 
? On expenses? On the profitability of 


sellers 


of the merchandise re- 
to sell it ? If not, 


nature 
price sign 


sales ! 
the entire operation ? 

10. How well will the contemplated dis- 
play and supporting stock arrangement be 
maintained? How much of what kind of 
space and expense will it require? 

ll. To what extent are the product values 
or uses such that most customers want to 
talk to salespeople and ask questions about 
fashion, appropriateness, fit, etc.? Does the 
personal touch have any advantage in terms 
of bigger sales and building customer satis- 
faction? If so, how will the displays help 
salespeople help their customers ? 

12. Is the display director’s budget sufh- 
cient to permit him to meet all the everyday 
crises and also consult, reflect, and plan on 
major self-selection problems ? 


LEE W. COURT 
“Signs that Sell Merchandise” was the sub- 
ject of Lee Court, of Nason-Walker-Court, 
Boston: 
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—Upper left, Don Walker, Butler Paper New 
York Corporation, New York City; Bernard 
Barondess, Gustave Rubner, Inc., New York 
ee Eric K. Erskine, Butler Paper, Chicago; 
Tom Hughes, Garrison-Wagner Company, St. 
Louis Upper right, Mr. and Mrs. Edgar 
Moser, Allied Display Materials, Inc., New 
York City; Clemens Scheuer, Scheuer Creations, 
Inc., New York City; Earl Dash, Women's 
Wear Daily; Irwin Rhodes, Madisonia Mani- 
kins, Inc., New York City; R. C. Kash, editor, 
DISPLAY WORLD: Ben Walters, Ben Walters, 
Inc., New York City— 


As we continue in the expanding 
market which is of almost 
limits, the importance of well-planned signing 
is obvious. The force of good signing is 
certain to increase demand and can sell mer- 
chandise more rapidly, while poorly signed 
merchandise will gather dust in the stock 
rooms. 

The successful merchandise 
exposed, properly signed, 
in order to create sales 
merchandising success. 

However, as I have studied signing in large 
and small stores throughout the country, | 
would say that it 1s muddled, misused and 
misunderstood. 

If we were to ask ourselves what the three 


buyers’ 


today must be 
and well lighted 
appeal which means 


—Lower left, E. Oftedahl, Frostee Sno Com- 
pany, Antioch, Ill.; Jessie Mitten and Frank 
P. Mitten, Mitten's Letters, New York City; 
Richard Ochsenbein, John J. Leslie, Jr., and 
Sidney D. Chairman, Duplex Display Com- 
pany, Philadelphia . . . Lower right, Ray- 
mond Jacobs and Benjamin Wolburg, Bona- 
fide Display & Decorative Company, New 
York City; Harold Stern, Austen Display, Inc., 
New York City; John Labaschin and Oscar 
Igersheim, Plastic Fabricators, New York City; 
Ludwig Mussline, Leo Prager, Inc., New York 
City, and Harry C. Cohen, Harry C. Cohen 
Company, Pittsburgh— 


unpredictable 


major problems facing the sign operation are, 
| think you would agree: 

1. Sign orders are not properly 
They either contain too many they 
are not selling facts. Also, orders are 
not written clearly, spelling is deplorable 
there just is not enough thought given to their 
planning. 

2. Seldom is enough time allowed properly 
to prepare a sign. 

There appears to be great difficulty in 
pinpointing specific responsibility for effective 
sign writing. 

To solve 


filled out. 
facts or 
sign 


these three problems: you must 
have sincerity of purpose on the part of those 
desiring this selling aid; you must have the 
correct information in order to produce a 
sign; you must have sufficient time to prepare 
the sign. 

All concerned must have a genuine deter- 
mination to produce a selling sign. The sign 
can't be made if the information is carelessly 
and illegibly presented. You can not produce 
a sign until the sign shop receives the order, 
and usually not for 24 hours because more 
than likely there are many other buyers with 
the same problem. 

When a woman sees a sign on an item in 
your store, she has every right to assume it 
is accurate. She has every right, also, to 
assume that the sign will be illuminating 
and helpful to her. 

Wholly apart from the increased sales ef- 
fectiveness of signs properly written, a store 
is rendering its customers a thoroughly in- 
formative selling Your signs have 
more contacts with the minds and emotions 
of customers every day than any other pro- 
motion medium you employ. It is almost in- 
conceivable that a customer would read fewer 
than five to ten signs during her shopping. 
If you have a trafhe of 40,000 people pass 
through your store a day, signs give 200,000 

[Please turn to page 48] 
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NRDGA is approximately “% of 1 per cent 
of volume. 

Budget percentages are maintained and are 
carefully controlled at all times. On _ occa- 
sions when special large-scale events present 
themselves and there is no budget allocation 
for such expenditure, special appropriations 
are made and approved by management. Such 
funds are allocated from a special promotional 
reserve set up for these contingencies. 

Plans for routine promotional and _ salary 
accounts are arranged in advance on a sea- 
sonal six-month basis. As in many large re- 
tail establishments, the spring season starts 
on February 1 and ends on July 30. The 
fall season starts August 1 and ends January 
30. 

The promotional and salary dollar is care- 
fully planned in rough draft and then sub- 
mitted to the expense committee for further 
consideration. These figures are gathered by 
cost analysis of past promotions which have 
recurred on a seasonal basis and estimates 
are made of such up-coming promotions as 
are known about at the time the figures are 
made up. 


Display At Davison’s 


By KATHRYN SIMMONS 


HE Davison-Paxon Company, a divi- 

sion of R. H. Macy & Co., is in point of 

volume the second largest department 
store south of the Mason-Dixon line. 

The display department operates under the 
capable direction of Cogswell Cromwell, who 
career at Lord & Taylor’s, New 
City, as a member of the interior 

statt Before Davison’s 
three years ago, Mr. Cromwell was display 
manager of J. N. Adam & Co., Buffalo, for 
seven years and display director for the H. 
& S. Pogue Company, Cincinnati, for the 
same length of time. 

\t Davison’s, Mr. Cromwell is responsible 
for all window displays, interior displays, and 


began his 
York 


display coming to 


much of the public relations program which 
has to do with display. He is responsible 
also for these same activities in the five branch 
stores located in Georgia at Augusta, Colum- 
bus, Macon, Athens, and Sea Island, and the 
unit in Columbia, S. C. 

For advertising purposes the Davison-Paxon 
Company calls itself ‘“Davison’s of Dixie.” 

The display department operates on a fixed 
budget for planning promotional events and 
the buying of properties and fixtures. It also 
operates on a fixed percentage in regard to 
salary expenditures. This percentage is close 
to the National Retail Dry Goods Association 
average for doing over $20,000,000 
volume. The percentage as established by the 


stores 








At this time requests are also made for 
major expenditures for long term capital in- 
vestments which are prorated and written off 
over a period of years. Typical examples 
of capital investments would be carpeting for 
all windows, large machinery for the wood- 
working shop, sign machines, and other equip- 
ment useful for a period of years. 

Display fixtures and mannequins — used 
throughout the organization are planned for 


—Top, a typical treatment for a series of 
lingerie windows at Davison's . . . Directly 
above, one of the ledge units for the store's 
sixty-fourth anniversary; authentic costumes 
were used... Left, a fashion window for junior 
apparel, with the effect largely achieved 
through lighting and color— 
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in a separate fixture budget and are ordered 
and paid for on a monthly from this 
account. 

All window expenditures, as such, and all 
interior items are allocated from their own 
separate budgets. Because Davison-Paxon’s 
is a fairly promotional operation, a_ special 
budget is established for the allocation of 
special promotional materials such as signs, 
posters, toppers, and other types of printed 
signs both large and small. 

The display department acts in an advisory 
capacity to the architectural, engineering, and 
maintenance departments in the revision of all 
selling departments, in the designing of fix- 
tures, departmental layouts, and the submitting 
of color schemes for the repainting of all 
sections of the main and branch stores which 
are not routine maintenance problems. 
Recommendations are also made for the 
refixturing and lighting of new and revamped 
departments. 

Atlanta is a very civic-minded city and it is 
the responsibility of the display department 
to promote and participate in many worthwhile 
civic projects such as Community Chest, Red 
Cross, symphony, and many others. Much of 


basis 
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—Upper left, one of the windows used for the 
sixty-fourth anniversary . . . Upper right, cos- 
tumes and background were in muted tones of 
gold which emphasized the black shoes .. . 
Lower left, movement dramatized this house- 
wares window; small wares were mounted on 
display boards which were revolved by ceiling 
motors . . . Loer right, national advertiser 
display materials were supplemented by props 
made in Davison's display shop— 


this promotional work is not confined to the 
interior and windows of the store but on 
many occasions overflows onto the sidewalk, 
as well as many outside events which are 
highly dramatized, such as fashion shows 
and large and small community meetings. 

The display department fits into the organi- 
zation chart as a section of the public rela- 
tions division. The display director reports 
to the vice-president in charge of publicity. 

The display department is divided into four 
sections. These are the window display de- 
partment, the interior display department, the 
art studio, and the production department. 
The department heads of these sections report 
to the display director, who coordinates the 


display activities for the store as well as for 
the several branch store operations. 

One deviation from the usual display or- 
ganization is that the sign shop is a separate 
and distinct department with its own manager. 

The other divisions of the store are: the 
merchandising division, the finance division, 
the maintenance division, and the branch 
stores. 

Requests for display work, other than rou- 
tine promotional operations, are made by the 
divisional managers directly to the display 
director, who coordinates, plans, and sched- 
ules such requests in relation to their im- 
portance and timing. 

Large store-wide promotions of importance 
are planned at meetings in which all persons 
concerned participate. 

The personnel of the display department 
consists of the display director, who is assisted 
by a secretary and office clerical staff, and the 
employes in the four sections of the depart- 
ment. 

The window staff is headed by a window 
display manager and a stylist who selects and 
coordinates items and accessories. This de- 


[ Please page 74] 
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HAT modern design is highly functional 

becomes more and more apparent every 

time a new branch store opens in the 
retail field. Specialized progress is rapid and 
of tremendous interest to all retailing because 
many of the innovations are basically simple. 
The touch of genius is in expert planning and 
execution and the incorporation of function 
as part of the design. While it must be an 
engrossing and satisfying experience to build 
a brand-new store embracing modern con- 
cepts, there is much of the new that is idea- 
ful for application to old store improvement 
with the added incentive of modernizing for 
a two-fold purpose. The first purpose is the 
competitive one of bringing the appearance 
up-to-date, and the second is the practical 
one of achieving functional advantages that 
streamline operation. 

The new Bamberger branch store in Plain- 
field, N. J., is as modern as tomorrow but 
thoroughly adapted to the merchandising 
problems of today. It is simply beautiful and 
a masterpiece of planned, built-in functional 


Distinguishes New 


ethciency. The architect, Meyer Katzman, 
has applied functional modern design with 
imagination and a constant regard for flexi- 
bility. The result is a store that is never 
extreme, always relaxing, and _ enlightened 
with the best of modern ideas. The immedi- 
ate impression is that these ideas have their 
roots in sales psychology, because customer 
convenience and selling advantages are abun- 
dant. 





This new branch store is a mammoth show- 
case, with every square foot planned to pay 
its own way. Lighting, fixtures, and spacious- 
ness are balanced components that supple- 
ment each other toward the single end ob- 
jective of a continuous selling function. 
seauty has not been added. It emerges as 
the natural result of the self-sufficient whole, 
with the merchandise itself telling the sell- 
ing story and adorning the promotional tale. 


This view of the main floor demonstrates 
the ability to display quantities of merchandise 
without any suggestion of crowding or clut- 
ter. Here, as throughout the store, the mer- 
chandise itself introduces the color interest, 
without any distraction, and sells color per 
se in the process. The arrangement of fix- 
tures is so skillful and seemingly effortless 
that it is difficult to define why the overall 
effect is lively but orderly and so completely 
free of monotonous regularity. The recessed 
lighting calls no attention to itself yet fur- 
nishes clear and adequate illumination. It is 
strictly functional, not as a_ self-conscious 
added attraction, but as an unconscious sell- 
ing attraction, because it does a thorough 
job of showing off the merchandise while 
creating a pleasing, subdued lighting effect. 


—At the top of the page, a general view of 
part of the first floor . . . Center, the Gift 
Shop has suspended spotlighting, at different 
levels . . . Left, frame units partition the 
millinery department from the rest of the floor. 
. . » (All photographs by courtesy of Retail 
Reporting Bureau, New York City)— 
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—Starburst incandescent fixtures are used in 
the Mirror Room . . . Center, daylight fluo- 
rescent lighting is employed for the coat and 
suit section . . . Below, the furniture floor is 
divided into two sections by floor-to-ceiling 
draperies on ceiling tracks— 


Notice how the open outline “skyscraper” 
unit, centered between pillars, balances the 
Hoor-to-ceiling structural design and merges 
with the pillars in an upward thrust that frees 
the pillars from looking anchored. Note, too, 
how the flat plane surfaces of the fixtures and 
counters are elevated at varying levels. This 
lends more individuality to each and greater 
visibility to all, plus compelling eye focus 
with fresh change and challenge. The vista 
upon entering this new store is not a series 
of aisles as straight line thoroughfares but, 
rather, the impression is a gracious invitation 
to meander and to detour, looking at every- 
thing one passes on the way. The attention 
span is continuous because it is constantly 
stimulated by change. 


Bamberger Branch 


The flexibility of Meyer Katzman design is 
apparent in a purposeful lack of conformity to 
any single hard and fast rule. When the 
department calls for specialized treatment, for 
selling advantage, a change is indicated and 
put into effect. The Gift Shop, on the main 
Hoor, switches its lighting from recessed to 
suspension spotlighting at different levels. 
The “long drop” is broken by a metal mesh 
dropped ceiling. Small tables are used for 
realistic “in use” selling displays of gift 
merchandise. Four separate selling appeals 
are exerted by the four tables shown here 
one formal, one wedding, another informal, 
and the fourth promoting copper. These 
tables furnish all the dressing up the depart- 
ment needs. There is no show window, as 
such, but the picture window serves admir- 
ably in giving the entire area complete visi- 
bility from street level and it has irresistible 
pull. The interior view is so attractive cus- 
tomers seem naturally to stop and look. Also, 
the picture window has a modern personality 
that makes the whole display more personally 
appealing. The passerby views this display 
objectively, in direct relation to his or her 
own method of living. It is not viewed ab- 
stractly because it is neither aloof nor stylized. 








This photograph of the Millinery Shop 
shows how effectively the frame units parti- 
tion the shop area from neighboring first floor 
departments. Spotlighting from the top of the 
black and white metal channel rack focuses 
filtered light through the glass panels middle- 
distanced above the angle mirrors and diffuses 
illumination for the try-on mirrors and for 
the show-off stock display. The suspended 
horizontal glass panels not only contribute to 
the lighting effect, they also protect the mer- 
chandise from settling dust. Open display 
shelves are of glass, in graduated set-back 
placement that keeps all merchandise visible, 
eliminates reaching, and brings the bottom 
row forward for ready accessibility. 

A flexible change of pace is again apparent 

[Please turn to page 64] 
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Chicago Display Scene 


NEW promotional (arson 
Pirie Scott & 
State street windows was developed 
headings, each window alter- 
nating with the other: “Let's Go Some 
Place!” and “Let’s Stay At Home.” Two 
of the windows are shown above. One was a 
Western window suggesting a dude _ ranch, 
with apparel for it huge mural 
painted in the store’s own display quarters, 
where the fence also made. Yellow 
lights were used overhead to convey the 
feeling of the desert. This window indicated 
the sign’s “Let's Go Some Place” theme. 
The second in the was titled 
“Let's Stay At Home” and had red lights 
giving a soft illumination. The paintings 
were suggestive of the street fairs that are 
being held in Chicago, and consequently 
fitted imto the idea of staying home. Other 
windows included these settings built along 
similar lines: One mural that showed the 
mountains and suggested the theme of the 
West: New York's skyline was another 
tor going places, as was one showing an 


theme at 
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By JEAN MOWAT 


old terry boat on the Mississippi, while 
another with an auto trailer suggested distant 
The “At Home” scenes included 
the symphony concerts at Ravinia, the 
baseball game, and one’s own backyard. 

Summer on State street was suggested as 
“Cracker Crisp” at Mandel Brothers where 
four windows featured mid-summer apparel. 
[In each window was a large barrel marked 
“Cracker Crisp Cargo,’ with a mannequin 
seated thereon. The Mandel theme which 
Carl James developed was “Cracker Crisp 
Cargo of Chicago Fashions, salted in Span- 
ish Pink, Danish Aqua, and Capri Yellow.” 
The various kegs and wooden boxes were 
on platform steps and were built 
about black and white apparel, the color 
names giving the accent to the suggested 
costume. 

Not only did _ the 
theme, even to 


spots. 


these 


offer this 
name ot a 


windows 
featuring the 


—At the top, both displays are by Clement 
Bradley, Carson Pirie Scott Co... . Below, 
by Carl James, Mandel Brothers— 


local cracker dealer on the crackers scat- 
tered on the floor of the window, but the 
niches in the Fashion Shop had background 
decorations of crackers glued to the pillars. 
The same motif was carried out in the main 
floor style nooks, featuring the cracker 
theme. (Mr. James complained that the 
crackers were being eaten off the wall, 
glue and all!) 

A successful 
Sissy Look,” with the 
merry-go-round ponies 
set in brass rings. The carrousel was 
further accented by a revolving light that 
gave the effect of motion. 

Two windows which Reed 
The Fair, has featured were 
coolest in town. Mache cucumbers filled 
with summer shoes of mesh and_ straps 
were the theme of one display, as shown. 
The background had vines bearing tiny 
pickle-size cukes. High overhead lights, with 
green filters partly covering the white light, 
gave over-all illumination, with spots ac- 
centing deep shadows. 


was “The 
‘sissies’’ mounted on 
and the price tags 


window 


Mandel 
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“Fragile Fresh Floral Tones” was the 
story told in four windows that displayed 
frocks in delicate pastel tones at The Fair. 
Wood fibre was used for the giant cabbage 
roses, as delicate in color as the frocks 
and appearing really fragile. The rafha 
circles mounted on wire hoops in varying 
sizes were placed at different angles in 
each window. These circles were in deep 
lilac, fragile pink, yellow, and a soft forest 
green. Overhead lights varied in_ color 
but held to the tone of the hoop, for each 
was partly filtered over the white light. 

Father's Day ideas were in six State 
street windows at Goldblatt’s, where J. Bog- 
hosse is display director. The pictured one 
shows the lighting arrangement with spots 
on the featured merchandise, and the use 
of shadow detail to emphasize the window 
depth; in addition to the men’s shirts and 
Slacks, there was one window on sporting 
goods, another for dress shirts, tobacco, 
stationery and toiletries, and lounging wear. 
The theme of the windows was “Gifts that 
are Tops for Pop.” 

“We have the fastest changing windows 
in the city,” is the way Charles O. Cornell, 
director of display at Chas A. Stevens & 
Co., explains the story of some of his 
windows. The one that is shown in the 
last illustration went in at four o’clock one 
afternoon and was out at 5:45 the next 
afternoon because so many of the hats 
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—Above, by Reed Schlademan, The Fair 

Store . . . Lower left, by J. Boghosse, Gold- 

blatt Brothers . . . Lower right, by Charles 
©. Cornell, Chas. A. Stevens & Co.— 


were _ sold. Using a wire obelisk with 
projections on which to place hats was 
one idea that drew attention. The second 
was the 8-foot white satin panel on which 
was the signature of the maker, developed 
in red rhinestones. On this panel the hats 
that were inverted showed a repeat of the 
signature label in the hat. It was not an 
easy day for Cornell and his assistants, 
for each time a hat was taken from the 
window a “sold” card was placed in the 
empty spot. The walls were off-white and 
spots were used to illumine these and let 
the accent fall on the hats. 

Reed Schlademan went far afield for the 
theme of a window placed on view when 
the mercury hit 100 for several days in a 
row. It had an Aztec motif, with giant 
figures and imposing ruins about’ which 
tall weeds seemed realistic. Amid _ these 
ruins were big plywood trees with Spanish 
moss on them and on the background 
which appeared as part of a ruined wall. 
The story of the window was told in these 
words: “Sea Treasures that cause a Stir 
on Surf and Shoreline” and consequently 
it was an apt setting for bathing suits and 





accessories from towels and floral trimmed 
caps to baskets tor lunch. 

There was interesting repetition in_ the 
window, for the suits were about the same 
color as the lights which gave an over-all 
cool illumination. This was one window in 
which Schlademan used his lights to flood 
an area so that the dark blue, next to a 
yellow on one side and a green on the 
other, gave a mystical effect; to balance 
these there were amber and rose with dif- 
tusion disks. The same treatment was 
used on the two white lights. As this was 
the corner window at State and Adams it 
had ample space and the result was not 
only cool in appearance but did carry the 
message of coolness in bathing suits. Win- 
dow shoppers even forgot the heat in their 
interest in the window and in trying to 
figure out all the details just enumerated. 

“Mermaids” was the theme that John 
Boghosse at Goldblatt’s used for bathing 
suits and beach wear displays. Five win- 
dows were employed to illustrate the idea, 
all of them similar in background but with 
various colors and different types of swim 
apparel. A typical window had as one 
prop a trident which was a brilliant white 
for the highlighted prongs, while the pole 
itself was red. Carrying out the water 
theme was a georgette sail with a red 
mast: the sail had underwater’ scenes 
painted on it in the rich green of the sea. 





Pp romotions .. . 


by ia ehring 


Display Designer and Consultant 
New York 


Arrangement: Two definite units are noted in this 


career girl's suit display. It has formal balance. 


Properties: A cutout of an office building displays 
signs reading, ‘Wanted: Career Girl, Stylist, Fash- 
ion Designer, etc. Mannequin at left wears the 
ideal suit for the business or career woman. Copy 
card is shown at lower left of window. 


Arrangement: This back-to-school display consists 


of two definite units in a pleasing arrangement. 


Properties: The caption copy, Younger Set School 
Fashions,’ is lettered on a sign post held by one 
of the mannequins. Large copy card in center 
foreground points out the special features and 
price ot each dress. 








Arrangement: This college display consists of 


several elements combined in a single unit. 


Properties: This interior of a college room shows 
a dresser with bed linen hanging trom the drawers, 
and bedspreads laid out on the floor. Mannequin 
is seated on floor wearing warm snuggies. Copy 
card is shown at left of window. 
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COMING UP 





Arrangement: This mens shirt display is made up 
of various elements combined into one unit. 


Properties: Blueprints are arranged about a dis- 
play of men’s shirts. Fit and comfort are empha- 
sized through the use of blueprints. Drawing board, 
T-square, and triangle are added. Copy card is 
shown in lower center. 
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Arrangement: Several elements are noted in this 
mens wear display. It is neat in arrangement, 
with merchandise limited. 


Properties: ‘Check for Values’ is the caption. A 
check mark is substituted for the word and is 
placed over an oversized checkerboard. Suits are 
arranged on either side with accessories below. 
Copy card is placed in center foreground. 


Arrangement: This display of children’s socks may 
be used for the back-to-school promotion. It is 
simple in arrangement, yet appealing. 


Properties: An over-sized loose-leaf copy book is 
used to display children's socks on the one side. 
Their special features are pointed out on the other. 
Copy card is at lower left of window. 





important of which was the lighted ceiling. 
For this, Thompson's staff of display spe- 
cialists installed translucent plastic panels 
in the egg-crate ceiling. Above the panels 
were light greenish-blue filtered lights. 
Adding to the stopping power of the window 
was the unusual emphasis on the color of 
the merchandise. Every bathing suit was 
in pink! 

Two interesting techniques of utilizing 
dynamics to add life and action to shoe 
displays were seen in windows by Henry 
Jampol, display director of Haggarty’s. The 
more involved presentation was inspired by 
a winding staircase, and had six white plat- 
forms like steps rising in a spiral around 
a pole and figure at the center axis. The 
shoes, accessories, and purses were arranged 
on the white platforms. Six feet above the 
floor Jampol mounted a white plaster Gre- 
cian head on a black panel and attached ten 
strands of red yarn to the eye. The yarn 
strands’ other ends led down to various 
shoes on the display platforms. There was 
a free-form green grass cloth on the floor 
(last photograph). 


Angeles Emphasizes Summer 


By HOWARD KUHN 


LTHOUGH many of the town’s top dis 
playmen were off on the long trip to 

New York City for Display Market 
Week, the summer display schedules pre- 
pared months ago continued to bring forth 
intriguing merchandise presentations in tune 
with each succeedingly warmer week. As 
is customary during this early part of the 
summer, the major emphasis was on beach 
wear, cool fashions, men’s lightweight wear, 
and furniture — with the presenta- 
tion situations ranging from garden patios 
and 


Summer 


to beaches accompanying sand, sea 


gulls, marine life, and beach umbrellas. 

One of the most elaborate installations 
of the month was the swimming pool patio 
scene created by Stanley Thompson, display 
director of the May Company-Downtown. 
There were nine bathing-suited figures loll- 
ing about in the big corner window featur- 
ing a swimming pool installation by no less 
than the famed “Paddock Pocls” of South- 
ern California. For this there were 
palm green grass mats, simulated 
brick glass panels, live plantings, 
and upon detail, one of the most 


one 
trees, 
walls, 

detail 


In a narrow window, Jampol suspended 
a headless half figure in a spiral of black 
iron rising from the floor. Eight white 
shoe plaques were fastened onto the iron 
spiral. The window frame _ was_ black 
enamel, the background neutral gray. Jampol 
amber and rose filters on the spot- 
lights to add warmth to the color. 

At Barker Brothers-Downtown, Display 
Director William C. Lambert constructed an 
elaborate outdoor terrace for a Salterini 
grouping in antique green, with chartreuse 


che se 


—Top, by Stanley Thompson, The May Com- 

pany-Downtown ... Directly above, by Henry 

Jampol, Haggarty's . . . Left, by William Lam- 
bert, Barker Brothers— 
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—Right, by Joseph Tilner, Mullen & Bluett... 
Center, by William Meissner and Don Elliott, 
Ohrbach's . . . Below, by Henry Jampol— 


cushions on the chairs. Most dramatic were 
the 6-inch wide draped ribbons of burnt 
orange, suggesting a canvas awning. These 
ribbons were attached to the back wall 
which was painted royal blue. Also in royal 
blue were the cut-out spindles, suggesting 
the doorway, and the classic balustrade in 
the background. White marbelized squares 
of rubber tile floor covering maintained the 
Roman influence down to the last detail. 


Answers to the annual “What to give 
Dad on Father's Day” question were pre- 
sented in a tasteful “Popovers for Pop” tea- 
ture by Joseph Tilner, display director at 
Mullen & Bluett. 

Centering an outline griddle made of black 
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wire high on a _ neutral background of 
seamless paper, Tilmer surrounded the 
script lettering “Look what's cookin’” with 
a circular arrangement of six sport shirts. 
Elsewhere in the window there was a bal- 
anced arrangement of great variety 20 
additional sport and polo shirts, 11 on halt 
or full-size mannequins, with the rest on 
black iron props or alongside accessory gift 
suggestions on the neutral tone floor car- 
peting. 


An imaginative break-away trom tradt- 
tional swim wear, sand, sea gulls, and sea 
shell setting was arranged at Ohrbach’s by 
Display Director William F. Meissner and 
Don Elliott. As a substitute for sand and 
sea shells they utilized baubles, bangles, 
and beads, also beachcombers’ straw hats 
and woven straw hand-baskets. The three 
figures were beside a folding screen of 
turquoise, white, and black. On the floor 
an irregular cutout of wallboard continued 
the same color scheme. Surrounding the 
foreground copy card (“Swim Wear to Fit 
the Modern Setting ... Priced to Fit the 
Modern Budget”) were terry cloth beach 
towels, white beads, and a woven basket 
for beach needs. 
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Four Rose Marie Reid bathing = suits 
were arranged under a generous draping of 
white fishnet in a corner window at Mullen 
& Bluett’s by Joseph Tilner for the theme 
“You, such a_ bewitching figure!” This 
window, which is not illustrated, was _ pri- 
marily a fashion and color story. Swim 
wear predominantly in pastel pinks and 
blue were alternated to balance the setting. 
The fish netting was draped on_ bright, 
painted poles braced from the floor. Pink 
and green sprayed under-sea vegetation and 
sprayed crumbled styrofoam suggested the 
sea floor. The background was pink. 

As mentioned above, quite a few of the 
local display directors attended Display 
Market Week in New York City. On their 
return they reported a very successful 
show, with a wide variety of display ma- 
terials and equipment which they found 
interesting. Just what they bought and 
how they plan to use it can not be revealed 
until their Christmas windows are unveiled 
— and judging from advance hints, they 
should be especially beautiful this vear. 
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Sma ler Sto FE As reported by JIM KILEY 


HESE ideas are from my scrap book 

of display ideas that can be copied at 

relatively low cost by the smaller size 
store which must get the most out of every 
display dollar spent. 

Good display ideas are all around us, in 
street car advertisements, on the billboards, 
and certainly in almost every magazine that 
one may read. 

Some years ago, I taught display in a 
private school in New York City and I 
always insisted that each student commence 
building up a display idea scrap book from 
the type of media I have just mentioned. 
They prove invaluable. 

(A) Now that really hot weather is 
present in most parts of the country many 
good displays will be designed to tell the 
“Keep Cool” story and this sketch shows 
how a very effective display can be in- 
stalled to embody this theme, at low cost. 

The uprights can be lengths of 1 by 2-inch 
lumber with bands of thin card or wallboard 
tacked in position to form the outline of 
a giant cocktail glass. 

The segment of lemon, the mint leaves, 
and a few ice cubes can all be cut out of 
heavy card or wallboard with a sharp knife 
and when they are all tacked up in position 
as shown, a very effective and functional 
display piece will result. This type of unit 
can be used in both window and _ store 
interior, and a mannequin dressed in a very 
attractive summer dress will complete the 
display. 

(B) This unit can be used in many sum- 
mer window displays. The center panel can 
be a sheet of plywood or wallboard mounted 
on a frame of 1 by 2-inch lumber, with 
actual shingles nailed in position as shown. 
Note how the low wall section can be built 
out of lengths of the 1 by 2-inch lumber 
nailed together to form the wall, over which 
lengths of grass matting can be tacked. An 
actual lighting fixture can be attached to 
the side of the center panel wired for light, 
and sprays of real tree branches to which 
artificial leaves are wired are then nailed 
in position as indicated. 

(C) Here’s a good idea for a mid-season 
clearance sale, and now that we are once 
again back in a buyer’s market it might 
be well to give considerable thought and 
planning to these important sale events. 

Most people associate the good old days 
with low prices, and with this in mind this 
sketch shows a man’s head that can be cut 
out of heavy card and attached to the win- 
dow background to tie in with a sign, or 
cut out wallboard lettering reading, “A 
Good Old Fashioned Sale, With Good Old 
Fashioned Prices.” The sketch is squared 
off so that the design can be easily enlarged 
to any required size. 

(D) A well designed screen is always a 
useful display prop, especially as it can al- 
ways be painted a new color to tie in with 
each display and promotion season. This 
screen can be built easily out of 1 by 1 or 
1 by 2-inch lumber with scrap sections of 
plywood being used for the eight panels. 
Its angular, masculine design makes it 
especially appropriate for men’s wear win- 
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dow displays and its initial cost will be 
found to be a worthwhile one. 

(E) Another design for a cutout that can 
be used in a beach wear or sporting goods 
window. It can be cut out of plywood or 
wallboard and attached to a small pine 
diving board as shown. Displaymen will 
find many uses for these cut-out sea horses 
in summer displays in both windows and 
interior. 

At Grover Cronin’s, Waltham, Mass., | 
saw an interesting display recently. The 
entire back of the window was covered with 
a baby-blue paper and a large cloud of 
white spun glass was suspended from the 
ceiling. In the middle of the cloud was a 
baby mannequin dressed in a suitable gar- 
ment and placed in position with concealed 
wire to be looking down out of the cloud. 

A woman mannequin looking up at the 
cloud was used at one side of the window, 
dressed in a maternity garment; a show- 
card read “I’ve Got a Secret.” A_ baby 
layette was draped. on the floor and the 
entire display embodied some clever lighting 
effects including a concealed light inside the 
spun glass cloud. 





Von Castleberg Named 
VMG Chairman 


Newly elected officers of the Visual 
Merchandising Group of the National Retail 
Dry Goods Association are as follows: 

Chairman, Edward von _ Castleberg, 
Bloomingdale’s, New York City; first vice- 
chairman, James Gosling, R. H. White & 
Co., Boston; second vice-chairman, John 
N. Boulware, Miller & Rhoads, Inc., Rich- 
mond; secretary, E. Lawrence Vollmer, 
Joseph Horne Company, Pittsburgh; treas- 
urer, Robert L. McCorkle, L. Bamberger & 
Co., Newark. 

The officers were selected at a board of 
directors meeting on June 21. On the board, 
in addition to von Castleberg, Gosling, and 
Vollmer are: Tom Comerford, Lit Brothers, 
Philadelphia; Thomas J. Curtis, Foley’s, 
Houston; Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham: William S. 
Grover, H. & S. Pogue Company, Cincin- 
nati; Reed Schlademan, The Fair, Chicago; 
Paul C. Smith, J. W. Robinson Company, 
Los Angeles; J. Howard Schneider, The 
Crescent, Spokane. 





Senior Returning 
To Former Post 

Frank Senior is returning to the New 
York Lace Store, Pawtucket, R. I., where he 
was formerly display manager for 15 years. 
Because of ill health he resigned the posi- 
tion two years ago and moved to Florida; 
he reports now that he has fully recovered. 





Taylor Transferred 
By Grayber Chain 


Fred Taylor is now with the Poplar Bluff, 
Mo., store of the Grayber chain. His former 
position as display manager of the Grayber 
store in Jonesboro, Ark., has been filled 
by O. J. White. 
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unusual 
decorative 
inexpensive 


CoLoRED 
BuR,AP 


ALSO AVAILABLE 
FLAME PROOFED 
IF DESIRED 





PRICED AS 
LOW AS 


29° ve 


delivered ne way ey 
in the 


® sunny yellow 
@ old gold 

® coral 

@ Dresden blue 
@ turf green 

@ chartreuse 

@ slate grey 


WE WILL DYE BURLAP TO 
MATCH YOUR COLORS IN 
LOTS OF 200 YDS. OR MORE 











@ ruby 
@ rust 


A durable, long wearing fabric in a wide 
variety of colors at a price that makes 
it ideal for all types of displays and 
backgrounds. Easily sewn or cut, it 
dropes beautifully. Sun fast and crock 
proof (colors will not rub off when wet). 
Ideal for indoor and outdoor displays. 
40" and 54" widths in all colors. Flame 
proof burlap in 54" width only. Write 
for free samples and brochure today! 


distributor 
inquiries 
invited. 


13 Market St. e Paterson, N.J. 
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formed an airy 


woven wicker squares 
slanting awning in the 
Jonwit Teller windows, as seen in the 
first illustration. Rosy light filtered through 
these squares to cast a becoming glow on the 
“Great Summer Beauties.” The featured eve- 
ning dress was of brocaded white silk with a 
thread of rhinestones down the front, richly 
worn with beaded pearl bag, rhinestone and 
emerald bracelet, and off-white sandals studded 
with small brilliants. dis- 
play director for the store. 
Paper cornered the market for display back- 
grounds during the first month of summer in 


(sene Moore 1s 
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In Manhattan. 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


New York City. Treated ingeniously, there 
were many variations in its usage as props, 
though all in all the trend followed cool, 
light, and airy adaptations in uncluttered 
sets of studied simplicity. 

At Saks-Fifth Avenue, paper was handled 
by Display Director Sidney Ring in a dis- 
tinctive manner, with the caption “As SFA 
Summer Shadowed with Black.” 
Bands of white paper with a satin-like tex- 
ture were pasted to black wood poling. These 
rows and rows of paper strips were applied 
horizontally and with a slight twist to give 
an interesting ripple effect. The backwall 


Sees 


was in aqua. This composition formed the 
background for a slim black silk shantung 
worn with a red velvet hat and patent bag. 
White gloves and handkerchief, patent bag, 
black beaded compacts, and red roses formed 
an accessory group. 

The luxury note was in evidence at Berg- 
dorf Goodman, when the theme was “Sables 
—Newest Stars of the Summer Night.” Paper 
panels of blueprint blue, mounted on a curved 
wooden frame, were painted in white to de- 
pict zodiac and astral figures. Countless tiny 
perforations in the panels permitted light 
from behind to pierce through. The manne- 
quin was posed on a midnight-blue floor and 
wore a pale sable with a gown of 
white tulle. The display was by Tom Lee. 

A display appeared at McCutcheon’s in 
support of the New York City program for 
attracting the buying power of the summer 
visitor—as well as the New Yorker who 
remains “in residence” through the summer 
season. 


stole 


Playing up New York City as a summer 
vacation land, Display Director Robert 
Browning listed a number of the many at- 
tractions which the city offers, including 
theatres, museums, beach, shopping, etc. 
These were enumerated in large bright yel- 
low letters on a green panel. On a horizon- 
tal plywood panel was depicted in colorful 
paper cutouts a bus with the passengers 
ogling at the fascinating panorama of the 
“Biggest Vacation Dollar’s Worth on Earth 
—New York City.” The official poster was 


—At the upper left, a display by Gene Moore, 
Bonwit Teller . . . Upper center, an interest- 
ing use of paper as a background material; 
by Sidney Ring, Saks-Fifth Avenue . . . Upper 
right, by Tom Lee, for Bergdorf Goodman... 
At the immediate left, by Robert Browning, 
McCutcheon's . . . (All photographs by cour- 
tesy of Virginia Roehl Studio, New York City) — 


DISPLAY WORLD 





























shown in the foreground against a woven 
wicker circle. 

Red velvet millinery was featured at Henri 
Bendel’s in a clean-cut merchandising display. 
With the accent on simplicity, Display Di- 
rector John Robert Cobb showed the hats on 
black wire stands these spaced along the 
lower line of two black frame screens. The 
screen in the rear was backed with palest blue 
taffeta, giving an opalescent effect with the 
blue-white and blue lights streaming through 
to highlight the fashions. 

The general Macy theme for Father’s Day 
was outlined in the caption: “Hats off to 
Macy’s the most POPular store in town. 
It pays to be Pop when the gift comes from 
Macy’s.” 

Bearing out the copy, Display Director 
John R. Foley spaced men’s forearms along 
the foreground of the window and showed 
many more as projecting from the pink back- 
wall. The forearms were covered in hound’s- 
tooth check and each flesh-colored paper 
hand held a Milano straw hat. Black ladder 
racks held sports shirts. Black glossy paper 
gift boxes tied with gold cord were grouped 
on the floor of the window. 

Foundation garments were highly drama- 
tized by Display Director Winston Jones at 
Franklin Simon’s. Cardboard cartons covered 
with textured white paper served also as copy 
cards, each bearing its own bit of informa- 
tion in a combination of gilt and black letter- 
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—At the upper left is a window by John Rob- 

ert Cobb, Henri Bendel's . . . Upper right, one 

of Macy's Father's Day displays; John R. Foley 

is display director . . . Lower left, by Win- 

ston Jones, Franklin Simon .. . Lower right, 
by Luke Maletich, Gimbels— 


ing. The backwall was of black duvetyn, 
while the floor was covered in black paper 
with a sand texture. 

The lady kicking her heels in the air about 
her “Super-Special” bargain wore white satin 
mules, floral headpiece, white scarf, and 
white foundation. White was shown on the 
white form to the left and to the right a 
black garment was held by the white figure. 

A quality of cool simplicity was emphasized 
by Display Director Luke Maletich at Gim- 
bel’s when the message read, “Vogue 
Says: ‘Age-of-Innocence Whims for a _ Pol- 
ished Woman’.” 

Black and white interlaced cardboard strips 
set in lacquered black frames provided a 
strong background in a pastel setting. 

The backwall was painted pink, while the 
floor was covered with pink confetti. Pink 
and white checked gingham in three diverting 
fashions were featured — these accompanied 
with black patent shoes shown on a gray 
bench to the left. 

Not pictured, but certainly worth describ- 
ing, is a display featuring in three-act form 
the benefits of a Fabrex Haspel suit. Created 
for the manufacturer, the window has been 
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drawing three-deep crowds ever since it was 
installed. The cast of characters includes two 
masculine mannequins, the one at the left 
standing in and shirt by a modern 
washing machine, his suit rolled up prepara- 
tory to inserting it into the washer; on the 
right is the neatly suited figure in the suit 
that can be washed and needs no ironing. 
Jetween the two men the coat and trousers 
hang from an ordinary hanger. 
The outlined in 
cards grouped under the main slogan: “Wear 
Wash Wear Again Retains 
Press Without Ironing!” The first card ex- 
plains: “You can do it yourself in the wash- 
ing machine in five minutes (if you’re travel- 
ing, use hotel wash basin)” and the second 
continues, “Dries while you sleep; hang the 
garments and let them drip dry,” and the 
third sums up with, “Ready tor business; 
next morning, don the suit; no pressing 
needed.” And a fourth card at one 
lists the stores in New York City where the 
suits may be purchased. 


shorts 


steps involved are three 


side 


In conclusion, mention shou'd be made 
of the numerous remarks heard locally to 
the effect that the recent National Asso- 
ciation of Display Industries fall and 
Christmas Market Week was very success- 
ful. Most New York City display factors 
who participated seem quite pleased with 
the business done, as well as the indications 
for orders to be placed in the near future. 
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—J. E. "Doc'’ Webb, head of 
Webb's City, St. Petersburg, Fla. 
— the world's most remarkable 
drug store — congratulates Dis- 
play Manager Earl Nash, right, 
on a job well done in connection 
with a ‘Country Fair’ promotion 
for the store— 


—George Miller, display man- 
ager for Golman's Stores, Flat 
River, Mo., is seen finishing a 
blow-up of a portion of a straw 
hat ad. He is enthusiastic over 
the use of a projector to enlarge 
the copy and design for such 
work— 


—Before one of te 
displays of ‘‘Lurex,’’ the —Hugh Hood, left, and 


olay aaa a by . 9 ee | oa | Design Built Seedioe, 
the obeckmun om- im a i | ’ — f , 

a * : | —— Long Island City, stud 
pany, Cleveland, during ; ~ a a ; | 3 rg several "exhibits 
a showing at the Hotel ' Bie Pe ~ git ee E> | the fi built f Sun 
Statler, Detroit, stand a... ere oe - ae ~~ ' Oj} i undead “Oil 
Belva Sanford, manager * . | 2 : — —“ 7 ) ; i : a s m i 
of the studio of inter- a gay  & ‘ bi SS a, ee va nt cantina & 
ior decoration. Hud- pes Ny | vis | ee | are snown SRaMMING a 
son's, Detroit; Tom Lec. oe al fe % g ) core from an oil pro- 
display designer of > \ Si Vi = eens fi. er _ a me 
New York City, and me oe at ee ackgroun ° e 


Lynn Given, fashion co- structure of the earth— 


ordinator for ‘Lurex’’— 


—A spare time hobby of 
Wilbur N. Wood, Jr., display 
manager for H. V. Baldwin & 
Co., Richmond, is _ portrait 
painting. Here he is at work 
on a portrait of Bena Dee 
McFarland, of Oklahoma 
City— 


—Bob Silverblatt, advertising 
manager of DISPLAY WORLD, 
displays the results of a morn- 
ing's fishing at one of the 
lakes near Cincinnati— 
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Dp upson Library of Ideas 


Two-toned Upson Striated Panels just look expensive 








Here, two-toned Upson Striated Panels are used for the two large sections of this traffic 
building display. Other Upson products used: sturdy Upson Strong-Bilt Panel as sock cut- 
out, clean-edged Upson Cut-out letters, and versatile Upson He" Panels for finish. 


It’s a snap to paint a two-toned effect 
on Upson Striated Panels. And what a 
luxurious, expensive look you get. Yet 
the cost is way, way down. Because Upson 
Striated Panels are priced well below 
other materials. 

As for quality compare Upson 
Striated Panels with anything on the 
market. Feel it, look at it closely, try and 
bend it. You'll discover Upson Striated 
Panels are letter perfect. Upson Striated 
is extra strong, full 0.275” thick. Saws 
cleanly, won't shatter or splinter. Size, 
L’ x 8’ or special sizes on quantity orders. 

Try Upson Striated Panels in your 
next display. You'll discover why Upson 
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is headquarters for all panel materials for 
America’s leading display houses. Check 
over every Upson product. Make Upson 
your display panel headquarters, too. For 
more information, clip and mail coupon 


today! 


Upson's 
complete line of 
quality panels 
for displays 

Easy Curve Panels 
Strong-Bilt Panels 

%," Panels 

VY," Panels 

Peg-It Panels 


Cut-out Letters 


upson “panels 


PROVEN QUALITY YOU CAN TRUST 





wee THE UPSON COMPANY e¢ 227 UPSON POINT 


a 


Check one 
or both squares. 


e LOCKPORT, NEW YORK 


Please send me details and sample of Upson Striated Panel. 


Please send me detailed information on 





Display... Here And There 


ACE became a display element in a Pittsburgh has been plagued by strikes “The broken glass was removed from 1n- 

series of beachwear displays developed’ this year, and in February two of the dis- side and building started. Green and white 

by Gene Moore, Bonwit Teller, New play windows—side by side—at Joseph awnings were made, fitted closely to the 
York City, one of which is pictured. Airy, Horne Company were broken by store strik- sides so that they could be lowered and 
delicate lace screens, cabanas, a canopied ers. Glass workers, also union members, fastened at night. It was difficult to find 
bed, chairs, and the like used the material refused to replace the glass and so the win- florist who would furnish the necessary 
as background. The use of lace was well- dows were boarded up and the space utilized trees and plants, for they too had union 
timed to coincide with the modern renais- for institutional or civic messages. workers, and getting material into the store 
sance of lace in the home furnishings field. “Then we had a brainstorm,” according to presented a problem. Finally we found one, 


The photograph is by courtesy of North a store representative, “and decided to re- and plants were delivered to one of the 
American Lace Company, New York City. move all of the glass and open a Garden _ store's special ‘Shangri La’ warehouses and 
Glass balls strung to simulate pearls and Shop from which merchandise would be the earth, peat moss, plants, and trees were 

a wire hand in outline form were the prin- sold. This idea was discarded for that of brought into the store by degrees. 

cipal props used by Heinz Richter, Kauthof planting a garden just for our customers’ “On Mav 
\/G, Frankfort, Germany, in a display of enjoyment, but which would suggest that | 

costume jewelry. they visit our Garden Shon for equipment. 


28 our garden was ready to 
bloom and so was opened to the public — 
with the store architect and superintendent, 
assisted by display supervisors (with police 
protection) taking down and carrying away 
the barricades while the vickets watched. 
Each of the local newspapers sent pho- 
tographers and gave us good news pictures. 


“Everything used was potted and peat 
moss was used in abundance to protect the 
plants and give us a semblance of a real 
garden. The backgrounds are blue, with 
white clouds. We think our master thought 
was to have in front of our garden a white 
picket fence. There are gravel paths, a 
white iron garden chair, a fountain play- 
ing in one corner, bird baths, and a bird's 
nest atop the thatched roof of the garden 
tool shed. The tool shed bench has a 
potted rose bush at one side, with red clay 
flower pots stacked underneath; a straw 
garden hat hangs on a peg, and a lantern 

3 on another. The thatched roof and awning 
on were fireproofed, for we were expecting 
trouble from the pickets and were taking 


PLEAS! no chances as far as safety was concerned. 
Look sie oat sd. Customers have been kind in their com- 
Gok sth ont ede ments. ” 
a — fe is display director, and 
Carden Shop. 


Vollmer is display 
Joseph E. Moore publicity director of the 
store. 
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Bigger and Brighter than ever 


\ .... Bats what a hat you 
Ey sews whit we sty, and Sv u'll say when SEL 
1 the nour \9S4° GENERAL (ne of . ‘ill 


§ DEC 


These beautiful Illuminated Plastic Christmas lighting units have been 


specially selected from our major line and purposely adapted for store 
interior or store front display. (Indoor or Outdoor). Molded in bold relief of lustrous Tenite Butyrate, for high quality. Com- 
pletely assembled with lamps, cord set and tempered hardboard back. All F.O.B. Marion, Indiana. 
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GP-520 Reindeer. Single Face 52'' long, 39"' high. A 

leaping, life size reindeer. Screened in natural color GP-510 Santa Sleigh. Single Face 5I"' long, 39" high. 
and decorated with red harness, gold sleigh bells and A jolly Santa with toy pack in sleigh, screened in 7 
green blanket. Ideal when used in multiples with colors. Sleigh is decorated with gold runners, red body 
GP-510 Santa Sleigh. 150 watts. List Price $30.00 and green lining. 150 watts. List Price $32.50 








GP-500 Candie. Single Face 50'' high 


Candie portion screened in bright F - & i 
red: flame is yellow and base is 
screened gold. {50 watts. 


List Price . $23.50 SEN D FOR 
YOUR COPY 


Cat. No. 54 — Illuminated 
Outdoor Plastic Christmas 
Decorations . . . (46 big, 
bright lighting units) 
Quantity Discount Price 
Schedule. 


JOBBER 


GP-61-38 Animated Fire Place. Single Face. (61'' high, 38"' wide). 
} N 9 U i R | & 4 Red translucent firepiace-chimney panel. Attached to panel face 

is a perforated yule log section and a perforated chimney section. 
Behind the perforated sections: Santa standing in fireplace and 
I N v i T & D Santa coming down chimney, respectively. The Santa figures are 
back-lighted by an alternating flasher control to give animation to 
the old story of Santa coming down the chimney. 
List Price .. 




















$92.50 


cr cuss com soos ne GENERAL PLASTICS CORPORATION 


bright red, trimmed with green 1400 N. WASHINGTON ST. e P. O. BOX 747 e MARION, IND. e PHONE: 4870 


leaves and gold sleigh bells. 150 


watt. List Price..............$23.50 West Coast Office — 2377 California Ave., Long Beach 6, Calif., Phone: 4-1710 
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Back-To-School 


Two caricatured clerks check school supplies in the first 
display, with other merchandise arranged in orderly heaps on the 
floor and affixed to the side wall. The display is by Hanns 
Simons, Kaufthof Munchen am Stachus, Munich, Germany. 

At the upper right, an outdocr setting was used by Tom 
Watkins, Ellis Stone & Co., Durham, N. C., to show “Campus 
Favorites.” A mortar-covered brick wall, simulated trees, and 
real fall foliage established the atmosphere. 

left center, a back-to-school display by Harold McLaren, The 
Bon Marche, Seattle, with giant cut-out letters forming the 
slogan across the background. From the letters were suspended 
school bells, satchels, books, and other symbols of the season. 


“Leatherbound Classics” for campus wear were displayed by 
Tom Comerford, Lit Brothers, Philadelphia, as seen in the next 
illustration, with giant books supporting letters 
“Career and College.” 


spelling out 


Two and three dimensions were combined in the final display 
for MeGregor apparel for college. Only a portion of the big 
window is shown here. The display was by Harold McLaren. 
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whats happened to Hardboard 


Weyerhaeuser Industrial Hardboards 
have a smooth, smooth surface 





WHEN FINISH is important to the sale of your product, 
look to Weyerhaeuser Industrial Hardboards! 

Whether the product you’re making takes an inexpensive or 
the finest hand-rubbed finish, these ‘‘air-felted” hardboards @ Light color. Takes all types of fin- 
made by unique dry process methods have been carefully engi- ishes including wiping stains, lacquers, 
neered to give you that smooth, smooth surface and uniform air-dried and baked-on enamels. 
density so necessary for good adhesion and uniform coverage. 
They can be finished with wiping stains, paints, lacquers, enam- 
els, synthetics. Finishes can be air-dried, force-dried or baked. 
Boards take paint evenly ...hold the finish you give them 
better and longer because the uniformly smooth surfaces never 
check, craze, chip. The uniformly light color of the boards means 
less paint needed for coverage with pastel or tinted shades. @ Excellent gluing, laminating charac- 

Veneers and plastic laminates, too, can be permanently teristics. Unusual bending ability. Has 
bonded to the remarkably hard, dense surfaces without delam- been bent to 1” radius without rupture. 
inating or checking. Easily shaped. 

‘*Pluses”’ in finishing are just part of the story of this amaz- 
ing family of hardboards, made in a range of thicknesses, sizes, 


types. Write for full information now. ORunnae: in the Senening Clee 
nesses: 1/10”, 1/8”, 3/16”, 1/4”. 


@ Easily machined. Can be sawed, 
cut, drilled, shaped, die-cut, routed 
with clean, sharp edges. 








Weyerhaeuser Sales Company 
HARDBOARD DEPARTMENT 
First National Bank Building * St. Paul 1, Minnesota 
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Ben Walters brings you 


the BEST BUYS 
FLOCKED BRANCHES 





SNOW FLOCKED .......%12- per carton 


White or assorted colors, double flocked, flame-proof. 


SPANGLED BRANCHES ...*10-*° per carton 


Assorted colors, tarnish proof. 
STAR FLITTER BRANCHES..*12°° per carton // asehaacp 


Assorted colors, tarnish proof. [| BRANCHES iS 
Fereeo - Flocked, spangle or star 
V/s . 


Ask Your Jobber—He Knows ! flitter. Average size, 30". 


@ Cellophane wrapped 


@ 12 to 15 branches 


to carton. 








Ben Walters... brings you holiday Glitter 
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BEADED CRYSTAL STARS 


with the sparkling 
brilliance of sun- 
struck icicles. 
and BEADED CRYSTAL 
SNOWFLAKES 
Complete with imbedded GE 
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Beaded crystals of light in 
squares, 12" x 12" ($18 doz.) 
and panels, 6 ft. x 2 ft. ($1.50 
sq. ft.) curved or corrugated 
shapes, extra. Use them to 
create parquet floorings, walls, — § 
screens, in any combination - Oe a7 
of color designs. _- Speers? 
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No. 46, 3,000 hr. bulbs 
for 20-light series. 


PRICE: 
STARS—2'%4"", $4.80 dz.; 3", $6 dz. 


SNOWFLAKES — 314", $6.60 dz. 





ORCELIZE 
DIP 


PORCELIZE goes on 
any material, paper, 
wood, plaster, glass, 
metal, plastic, Ce- 
lastic. Dip or brush; 
air-dries in 20 min- 
utes. Transparent — 
giving full value to 
original character, 
texture and colors 
of subject. When dry, Pa ‘< 
it will not burn. XS 


LIST, $10.50 GAL. 





14 NON-FADE COLORS 


Transparent Opaque 


@ Crystal Clear @ Pink @ Ivory 

@ Yellow e@ Light Green 
@ Black @ Light Blue 
@ White @ Bright Red 


@ Plus Combinations 


@ Amber 

@ Dark Red 
@ Dark Blue 
@ Dark Green 
SEE YOUR DEALER OR ORDER DIRECT 


Algonquin 5-2308 
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YOU TAKE NO CHANCES WITH 
% 


Colloid Treated Fabric 


THE BETTER WAY TO MAKE 
BETTER OUTDOOR DISPLAYS 


It's easy to make huge, dramatic 
outdoor displays, like the 35-ft. 
angels shown above (designed 
and constructed of Celastic by 
Bliss Displays, Inc., Long Island 
City, N. Y.) 


% 


COLLOID TREATED Fagric 


STICKS BETTER 
WEATHERPROOF 
LIGHTWEIGHT 


NO WASTE. . 
PROBLEMS! 
PACKED IN ECONOMICAL 25 
—50 YD. ROLLS ... AND IN 
EXTRA WIDE WIDTHS 


. NO STORAGE 





NOW ... 2 SOFTENERS! 
FAST SETTING AND 
SLOW SETTING 











Write for Free Literature 


National Distributors—USA and Canada 
Display and Allied Industries 


B.. Ul eteers inc. 


156 Seventh Ave., New York 11, N. Y. 
Algonquin 5-2308 
*Trade Mark of The Celastic Corp. 
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Charm Suggests Displays 
For Women Who Work 


Working women would rather shop than 
eat is the conclusion Charm magazine has 
drawn from observation of retail traffic 
peaks between 12 and 2 each day. How 
stores can help them do both-—via a simple 
soup bar operation — and gain extra busi- 
ness at the same time is dramatically illus- 
trated by current displays at the Charm 
showroom, 1384 Broadway, New York City. 

The current preview of fashions for the 

3est Dressed Women in the World” from 
Charm’s August and September issues has 
already attracted over 400 retailers to the 
showroom, where displays emphasize the 
necessity of fashion appeals alerting cus- 
tomers to subtle seasonal change and cre- 
ating dissatisfaction with last year’s clothes. 
Headed “Fashions Datelined Fall ‘54,” the 
display copy gives working women a 
fashion reason to buy the complete costume 
shown. 


equipment in displays 
provides a_ perfect symbol tor reaching 
women who work, typewriters and other 
machines are widely used in the showroom. 
Enlarged typewriter type is used for copy 
which includes specifics on merchandise as 
well as a general fashion picture. “The 
Best Dressed Woman in the World ts down 
to business in clothes datelined Fall ’54— 
the Princess Coat, the Dress Tweed Suit, 
the Fitted Tweed Coat.” Copy in all Charm 
showroom displays is done on white paper 
rising from typewriters and stretched trom 
floor to ceiling. 


Because business 


Wood Joins Sears, 
Lawton, Okla. 

Wilbur N. Wood has resigned as display 
manager for the H. V. Baldwin Company, 
Richmond, where he had been for the past 
two years, to accept a position in the same 
capacity at the new store of Sears, Roebuck 
& Co., Lawton, Okla. 
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display director S.KIND & SONS, pHitaDeLeHiA 


THEN FOR TWO YEARS 
CONDUCTED HER OWN 
_ BUSINESS, HAND- PAINTING 
ON BLOUSES, LINGERIE, & 
+ SCARVES. GAVE THIS UP 
FOR MARRIAGE, BUT 
__. WHEN HER ONLY SON 
‘F. WENT INTO THE SERVICE 
eae. 1N 1942 SHE JOINED 
“¥ KINDS TO KEEP BUSY. 
wy . WAS MADE DISPLAY MGR. 
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LECTURED ON JEWELRY DISPLAY 


| JEWELERS MERCHANDISE GROUP. 
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make better... 


WINDOW 
DISPLAYS 


POSTERS 





CRESCENT 
ART POSTER 
BOARD 


What a CARDBOARD! That's what 
thousands of display men say when 
they see it... when they test it... 
when they actually work with it. 

Frankly, it’s an Art Poster Board 
that’s really WORTH getting excited 
about - with plenty of proved, tested 
plus features. 

Crescent Art Poster Board has a 
surface made expressly for you. In 
a wide range of vivid colors. 

Best of all, it’s VERSATILE... 
effective with pen, brush, silkscreen, 
and airbrush. 


See Your Favorite Dealer For Samples! 


CHICAGO CARDBOARD CO. 
1240 N. Homan Avenve 
Chicago 51, Illinois 


—A definite fondness for Dali or the works of H. G. Wells seems indicated in this display by 
Alberto M. Reyes, Orlando's, of Santiago, Chile. The relationship between the grotesque figures 
and the footwear is unexplained— 


“Fabray" Introduced 
By Arkow Associates 

Barricini Candies, Long Island City, N. A new translucent non-woven fabric 
Y., announces the appointment ot Philip called “Fabray” has been placed on_ the 
Masnick as creative art director. He will) market by Arkow Associates, 1211 Chestnut 
be in charge of window display, package © street, Philadelphia 7. 


Masnick Named 


By Barricini 


Capable of many 
design, and other phases of creative activity uses, including signs and showcards, it 1s 
for the firm. Masnick was, until his present 
appointment, associated with Mckadden 
Publications as promotion art director. He 


Hameproot and comes in white, red, blue, 
and green. It is also available in a heavier 
weight under the name of “Fabflex.” Sam- 

ples and literature will be sent by the firm 
the May Company of Los Angeles. on request. 


has also served as display art director with 





—This lovely setting was used by Russell C. Kehrt, Jenny's, Cincinnati, as a vacation window. The 
mannequin in a white bathing suit was seated in a papier mache boat, which was elevated about 
3 feet above the window floor; the structure holding it up was concealed in the foliage beneath 
the boat. Cellophane crushed in ripples and stretched where the water level would be created a 
very real effect. ‘Under water" one could see exotic sequin and feather fish, a mermaid, starfish, 
sea fans, and glittering play shoes and jewelry. A bubble machine sent up real bubbles that co- 
ordinated perfectly with the rippling, bubbling sound effects on a record made for the display, 
The colors were in blues and greens, while the boat was white, shaded with a soft violet— 


DISPLAY WORLD 





» lake your pick of 
these display boards 


RIGID OR FLEXIBLE . . . PEBBLED OR SMOOTH FINISH... 
1/10 TO 1/2 INCH . . . PRE-PAINTED OR SIZED FOR 
SPRAYING ... CREAM, WHITE OR 6 DUO-TONE COMBINATIONS 


Your work becomes so much easier, your displays so much more effective 
—when you have the right board for every job! And you get a more complete 
selection—with no sacrifice of quality or price—when you specify Plaster- 
gon Wallboard. So don’t limit your designs to one or two boards. Take 
your pick of seven popular job fitted Plastergon wallboards. 





BUCKSKIN READY BEND 

1/10” pebbled wallboard 
especially useful in dis- 
play work. 4’ x 8’ panels 
. . - 20 pieces per bundle. 


DUO-TONE 

2-color wallboard in 6 
different color combina- 
tions. Four ply .. . 48” 
wide ... 6 to 12 ft. long. 
Bundles of 12. 


PERFECT-O-CELL 

3/16”, 4 ply, pebbled 
wallboard, extra sizing on 
both sides. Cream color. 
48” wide, lengths 6 to 12 
ft. 12 pieces per bundle. 


FOR BACKGROUNDS, 
CUTOUTS, OR 
CONSTRUCTION 


LOCKAIRE PAINTCOTE 
4” insulating board. Lic- 
orice root fibers for great- 
er strength. Factory 
painted one side. 48” 
. 6 to 12 ft. 


MAMMOTH 

Approximately %4”, 5 
ply, pebbled wallboard of 
great beauty and strength. 
48” wide, standard lengths 
6 to 12 ft. Bundles of 10. 


ECONOMY 

A lot of value at low cost. 
Smooth finish both sides. 
4 ply... 48” wide...6 tory painted one side. 
to 12 ft. long... Bundles 48” wide ... 6 to 12 ft. 
of 12. Bundles of 10. wide .. 


BUDGETAIRE PAINTCOTE 
5/16” insulating board. 
Licorice root fibers. Fac- 


THE PLASTERGON WALLBOARD CO. [ Duo-Tone 
P. O. Box 40, Sta. B., Buffalo 7, N. Y. ) Buckekia 
Please send samples and free descriptive | Ready Bend 
literature on Plastergon Products as Perfect-O-Cell 
checked. 

Mammoth 
Name: Economy 
Budgetaire 
Paintcote 
Lockaire 
Paintcote 


PLASTERGON 
Wallboards 


THE PLASTERGON WALLBOARD COMPANY 
: P. O. Box 40, Station B, Buffalo 7, N. Y. 
Cable Address, “Plastergon” ¢« Phone Riverside 3370 





Company: 
Address: 
City Zone__ State 
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to 400,000 messages from you. This is stag- 
gering circulation. (Can radio, TV, or news- 
papers approach it? And remember, these 
sign readers are friendly people within your 
store. 

Newspaper copy, radio, TV scripts, direct 
mail, are all prepared far more seriously than 
sign copy. 

You spend a great deal of money to talk to 
people many miles away from the store. Isn't 
it a golden opportunity to talk more intelli- 
gently with your friendly customers already 
in the store, already in a receptive mood — 
waiting to be sold through effective signs? 

It is surprising that, while the past decade 
has seen advances in many phases of store 
operation, the one phase on which all others 
depend has declined to an all-time low. 

Most retailers today are becoming increas- 
ingly aware of the penalties in this great 
scientific age of overlooking the simple friend- 
ly fundamental of store keeping at the one 
point where it counts the most — across the 
counter. 

I'm sure you recall the great advancement 
in packaging and labeling during the past few 
years which has lifted some of the burden 
of supplying information to the customer. It 
is past the time when signs should be doing 
a better selling job. There is no substitute 
for walking the floor at night with a baby. 
That’s what must be done with the sign 
problem until you have ferreted out every 
angle of it and devoted the time to correct it. 

The primary function of a sign is to give 
information to the customer. This should 
be presented from the customer’s point of 
view, eliminating trade patter and answering 
questions the customer would be likely to ask 
of a well informed salesperson. The sign, 
first, should direct, inform, convince and final- 
ly sell. Following are the basic types of 
signs: 

1. Directional. A. Department identifica- 
tion —for example: misses’ gown shop; B. 
Trafhe flow —for example: to the toy shop. 

2. Point-of-Purchase Signs. A. Ready-to- 
wear rack signs; B. Counter signs; C. Clas- 
sification signs; D. Informative markouts; 
K. Size signs. 

3. Institutional. A. Store policy (no re- 
turns, etc.); B. Store promotion (posters) ; 
(. Toppers. 

4. Sale Signs. A. 
duced; C. Advertised. 

To keep this paper simple, it is my intent 
to concentrate on only two kinds of signs: 

1. The point-of-purchase sign; 2. the dis- 
play sign. 

The point-of-purchase signs are those which 
should answer the kind of question the cus- 
tomer would ask of a well-informed sales- 
person. These are the signs shown in con- 
junction with the merchandise. They are, in 
most cases, persuasive signs doing a selling 
job. They name the item, the price, point 
up details not readily seen, give the size range, 


Stocktaking; B. Re- 





CTT COM fi 
Allied Display Materials, Inc. 


65 Madison Ave. MU 5-6487 


NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


t | 
5 
David Hamberger, Inc. 
115 West 3ist St. PE 6-0464 
MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units, 
Backgrounds, Novelties 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Cl 7-6848 


Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Kalmo Textiles, Inc. 
123 West 44th St. JU 2-5185-6 


DISPLAY FABRICS, SATINS, SHEERS, 
AND MONKSCLOTH 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Bois Smith Studios 
228 West 39th St. LA 4-4492 


WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Maharam Fabric Corp. 
130 West 46th St. LU 2-3500 


DISPLAY FABRICS & ACCESSORIES 
Chicago 115 S. Wabash 
Los Angeles 1113 S$. Los Angeles 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 


Original Creations for Better Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 


MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





The L. J. Charrot Co., Inc. 
36 West 37th St. WI 7-1687 


ARTIFICIAL FLOWERS 
Display Units, Novelties and Decorations 


Metropolitan Mechanical Display Co. 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins. 


MECHANICAL BOOKS 
50 West 22nd St., New York OR 5-1200 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Miya Company, Inc. 
39 East 28th Street MU 5-3511 
Manufacturers and Importers of 
ARTIFICIAL FLOWERS & 


ORIENTAL GOODS 
Bird Cages, Lanterns, Parasols & Novelties 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — “It's a Natural" 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Thomas Pace Co., Inc. 
506 West Broadway GR 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 
Sell to Jobbers Only 





The Display Equipment Corp. 
147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 


CORONET & WINDSOR 
MANNEQUINS 


Louis Schneider Corp. 


6 East Second St. OR 4-3723 
ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Fashion Museum 
16 West 77th Street 
CHARLES LEDERMAN, HISTORIAN 
Can furnish, on rental basis, authentic period outfits to 
highlight your anniversary, special events, spring or fall 
promotion. Ask for information. Recommended by 
N. R. D. G. A. 


TR 3-9103 


Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 








P.B. of New York, Inc. 


(subsidiary of B. B. Butier Mfg. Co., Inc.) 


Genuine “PEG-BOARD" Products 


Perforated panels and meta! fixtures to help solve 
your display problems. Visit our showroom. 


1! West 42nd Street OXford 5-0088 





Frankel Associates, Inc. 
56 West 45th St. MU 7-3434 
DISPLAY FABRICS & ACCESSORIES 


732 S. Wabash Ave., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 


When in New York 


_ Medium 


122 East 27th St. MU 4-1616 
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Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 
OF CREATIVE DISPLAYS 


Largest Showroom in the Country 








D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 


It’s Always MARKET WEEK in New York 





the world’s greatest display center never 
offered such fine display props... what- 
ever your seasonal needs, one or more 
of these progressive display houses will 
help you make your store a smart 
shopping center. 











LEADING CHAIN STORES AND DISPLAYMEN 


— 
STAPLES 


TO FIT ALL TACKERS 


@ Presto Staples are the finest made 

@ Guaranteed not to clog your machine 
@ Precision made 

© Guaranteed not to fall apart 

@ Returnable if not 100% satisfied 


For use in: 

HANSEN | sisi 
KLINGTITE ( No. 3—3'16°—1/4 
DUO-FAST — 3/16", 1/4", 3/8" 
SPEEDMATIC — 3/16", 1/4" 
SENCO — 1/4" 
ARROW — 1/4", 5/16" 
COMET — 1/4" 

5.000 Tackpoint staples per box 


PRESTO STAPLE CO. 


525 Broadway, New York City 














DON'T PAINT 
— PARAFLEX 


PARAFLEX glass mirrors cover any 


surface, no matter what the size or 
shape. Send for an estimate or send 
We will cover 
it for a very nominal charge. Samples 


your original sample. 


at all times are your exclusive property. 
Write today for information 
PARALLEL MFG. CORP., Dept. H 


34 Beekman St., N. Y. 38, N. Y. 
CO 7-4332 








etc. The most common of this type is gen- 
erally referred to as the 7 by 11. 

There is the introductory sign which identi- 
hes the type of merchandise on tables, or 
shelving units, often found in size 4. by 
22 inches, and next the markout — the little 
sign on the edge of the shelf or counter which 
gives the price or size. It might even identify 
whether the merchandise 1s 
cotton, rayon, etc. 
27% inches. 


leather, wool, 


This sign is often 7% by 


Now we can review the types of display 
signs. Often the signs are used on platforms 
In conjunction with the mannequins, varying 
in size from one-fourth to one-half sheet. 
We could question whether these should be 
printed hke most point-of-purchase 
or hand-lettered. My guess is that you would 
all vote for a togetherness, a harmony between 
others, for after all they 
purpose. 


signs, 


serve the same 
Window signs are most important, and of 
asked as 
previously; both have their place. [ am 
thoroughly familiar with the fact that selling 
is an emotional job, not one that can be done 
with merchandise mathematics and engineers 


course the same question can be 


The one thing | am sure of is that we must 
not overmechanize, but humanize the sign. 

Another type of display sign is that known 
as perimeter directional signing. The pur- 
pose of this sign is to give important depart- 
ment identity at a distance. This sign is 
usually integrated into the decor of the de- 
partment and floor, and of great importance 
is its mobility. 

What are the desirable features of a good 
sign’ First and most important is legibility 

for if a sign is not legible, it fails of its 
purpose. Legibility is achieved by: A. The 
form of the letters. Fundamentally, the simpler 
the form, the more legible the letters are. For 
example, Caslon, or the family of Kabel. B. 
The spacing of letters. White space around 
letters is as important as the arrangement 
The color 
We would prob- 
ably all agree that white letters on black, 
followed by black and white, (being the 
extremes) are best, but for purposes of store 
character they are not always desirable. D 
Visibility. A sign is most visible when at 
slightly Always, best 
visibility 1s when the sign is at right angles 


of the words in a given area. C. 
of background and letteririg. 


eve-level or helow. 


to your line of vision. It is also important 
to determine the distance at which a= sign 
should be read. Signs readable at too great 
a distance can only serve as a mental hazard. 
Therefore, in signs such as the 7 by 11, ten 
feet might be considered the maximum read- 
able distance, whereas the markout need not 
beyond 4 feet. Contrast be- 
tween background and lettering, reflectivity 
of materials, and foot candles at seeing level 


have visibility 


all have a bearing on seeability. 

A good sign must be understandable, which 
obviously calls for the use of simple lan- 
guage and the elimination of little-known 
words and phrases. Often we find the ad- 
vertising copywriter enthralled with the 
ability to put words together and writing 
sign copy which will never be read. Remem- 
ber, a customer will walk 12 feet in 4% 
seconds. 

Last of all, a sign should be durable, which 
calls for good quality 
time to dry thoroughly; 


signs 
and framed depart- 
oe : ¢ la- ~— » + 
ment signs should be at least six-ply, while 


stock, giving 


— ene | een wns FE IRI ele 


large signs that stand alone should be ten- 
ply. 

Proper preparation 1s of major importance, 
for if a sign is not properly prepared, delay ts 
bound to occur — which is time-consuming 
from the sign shop’s position, aggravating to 
the department manager, and of no value to 
the customer. 

Who is in the best 
the average point-of-purchase sign? In my 
opinion, the department manager who pur- 
chased the merchandise in the first place, who 
discussed its merits with the manufacturer, 
who is cognizant of what the merchandise 
can do fashion-wise for the customer, the 
person who knows all the answers about the 
textile, its finish, etc. The department man- 
ager also is in close touch with the salespeople 
and customers and, therefore, is in the perfect 
position to correlate all mformation for the 
best possible presentation of selling fact. 


position to prepare 


Signs can sell 
standards. 


more with proper copy 
Obviously a sign should neither 
say too much nor too little. In the past 
they may have said too little. With the trend 
of customer selection presentation, it is quite 
possible that you will say too much. Experi- 
ence with department managers is, that too 
often they want to say the obvious. This ts 
also true m= advertising. Unquestionably 
there 1s need for an educational job to be done, 
in order to get the buyers to think in terms 
of bringing out the things you can not see, in 
anticipating customers’ questions, and in de- 
veloping those hidden selling points that so 
frequently sell an article better than the 
hackneyed arguments so often used. 
Educational work is also 
stressing the importance of correct spelling, 
correct English, and accepted selling phrases 
(as is used between salesperson and custom- 


necessary 1) 


er). There seems to be a strong feeling that 
a top copywriter with merchandise experi- 
ence and the kind of ability reflected in the 
Sears catalogue description would be a good 
investment for any store. 

“What color should my signs be?” is often 


asked. There is no general answer. Color 
experience, whether in signs, store decor, or 
in the home, are not mere sensations, or sim 
ple responses to stimulation of the retina by 
radiant energy. Complex mental operations 
combine different sensations with past expert- 
ence in recognizing the object initiating the 
stimulus. Information on the — sensors 
aspects of color is as useful as the light 
sources and transmissions. 
technical subject) on 


more this afternoon. 


This is a highly 
which you will hear 
Store philosophy must 
determine what the stores themselves should 
look like, the signs then integrated into this 
plan. The relationship of colors can often 
determine the readership of a sign. I refer you 
to “Reading as a Visual Task,” by Matthew 
Luckiesh. 

To discuss im detail format, material, and 
typography endless task. I! 
will summarize by suggesting that format 1s 
like composition, it should aid easy legibility 


would be an 


and provide emphasis on the basic information. 
The materials used in signs may have great 
divergence, however; materials used can be 
come an important factor in the maimtenance 
of signs. 

Typography should be simple and_ legible, 
depending on the store, the situation, or occa- 
sion. 

Equipment is most important, for without 


DISPLAY WORLD 





the proper tools in any profession one 1s 
greatly handicapped. There seems to be a 


great diversification of sign-making devices, 


some of which I will list: 

1. Bulletin typewriters: drum type, large 
typeface, upper and lower case letters, paper 
stock. 

2. Embossograph: stamping colored paper 
on heavy stock. 

Linoscribe: proof press lock up type. 


3. 
4. Ludlow: type casting — with proof press. 
e 


Printasign: punch type with individual 
letters. 

6. Show Card: proof press —slotted typx 
On rod. 

7. Silk screen: process printing for large 
numbers; excellent color atttained by forcing 
color through silk. 

8 Underwood Sign Machine: flat bed, trol- 
ley operating typewriter; use up to 18-inch 
card stock. 

Signs must be properly located. To ob- 
tain the proper balance is most difficult. 
There should be directional signs enough to 
give needed information, to indicate location 
of merchandise, and no more. You must 
decide what is enough from the customer's 
point of view. This, I think, is worth careful 
study. If every item in the average store 
was signed you would have 100,000 signs 
not imeluding directional and institutional 
Signs. 

It is fundamental that signs should not be 
so large or so numerous as to divert attention 
from the merchandise it presumes to. seil. 
Ideal display, in my opinion, is that which 
invites the customers’ attention first to the 
merchandise and then to the sign for informa- 
tion. 

lf we were to determine the visibility de- 
sired for each category of sign, appearance 
could be greatly enhanced as well as _ read- 
ability. For example, a 4-inch letter with 
normal lighting and normal contrast has read- 
ability of 250 feet. A good question to ask 
vourself is, “Can the sign be observed with- 
out interruption at that distance; is the floor 
that long?” How far away should a 7 by 
ll be read? Ten feet is probably the maxi- 
mum required distance. If this is so, the 
size and value of type of a given field can be 
arrived at so as to minimize the disturbing 
elements of many signs in a small area. Some 
stores have concluded that 7 by 11 signs should 
not be nearer than 6 feet to each other. It is 
not who 1s right but what 1s right. 

ln summary, the object of this paper has 
been to help improve the function of signing 
by encouraging a better understanding of its 
workings and its responsibilities hetter 
understanding not only by management, but 
among the people who make the signs and 
those who use them. Remember, buying ac- 
tion comes faster when the customer has 
heen properly conditioned to buy. 


VALENTINE G. O'CONNELL 

“Packaging for Self-Selection” was the sub- 
ject of Valentine G. O'Connell, assistant 
manager of operations, Bamberger’s, Newark: 

There can be no denial of the retailer's 
interest in a facet of simplified selling 
namely customer self-selection. We are well 
aware of the fact that a new generation of 
customers 1s growing up who have learned 
to like speedy shopping. They like particu- 
larly to make their own selections and do 
not always need the full attention of a sales- 
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OUR 25TH YEAR 


Our new WIDE OPEN SPACES provide a smooth, compact, 


production-line flow to give YOU better service at lower cost. 














FOIL—FOIL PAPE 


PUFFING FOIL — BASE METAL — FOIL BOARD 


All Colors 


Printed Patterns — Striped Patterns 
New Christmas Patterns 


25 — 50 — 100-Foot Rolls — Ream Rolls 
SAMPLE BOOKLETS ON REQUEST 


ALUFOIL PRODUCTS C€O., INC. via ten 4 

















Here’s a sparkling fresh idea for window, backdrop or 
counter display. Sparkl-Tex combines a feeling of snowy 
crispness with eye-arresting glitter ... sets off your display 
to best advantage. 

Shiny aluminum flakes in silver or a combination of 
silver-red-green are sprinkled on fireproofed cotton wadding 
-— then baked on by special process. Sparkl-Tex has body 
for easy handling, accurate cutting. Its depth allows it to 
fall in soft, snow-blown contours. 

For store display, Sparkl-Tex is available in rolls 36 
inches wide and 12 or 48 yards long. Smaller sheets are also 
available attractively packaged for resale. For full infor- 
mation, prices and samples, write Dept. v7. 











IMPORTED ITALIAN 
HOLLY WREATHS 


Lycopodium Wreaths and Roping, Flocked 
Wreaths, Ropings and Foliages. Flame re- 
tardent paint is used on wreaths. 


WRITE FOR FREE CATALOG 


JONES 
The Holly Wreath Man 
LET nee GUTOR co canes On ten os ene 


Not Buy For Less From The Maker? 











clerk. Because of this development the re- 


tailer is seeking slowly but thoroughly the 
best method to marry this new group with 
the other group who still want and are en- 
titled to complete sales service. It is obvious 
that more rapid turnover of customers in a 
salesclerk hour would mean more volume and 
profit to the retailer. 

This brings us to the package. I believe that 
packaged goods can and will be the medium 
to accomplish our ends to the complete satis- 
faction of the customer. Packaged goods is 
a very broad term and covers an extremely 
wide field in retailing, so 1 will confine my 
remarks to Bamberger’s own program of 
in-store packaging in cellophane. I would 
like to emphasize here that we strongly feel 
that the field of packaging belongs primarily 
to the manufacturer. However, we feel that 
our packaging should stimulate rather than 
deter the manufacturer and that there is a 
place for both to the ultimate gain of the 
customer, the retailer, and the manufacturer. 
Our buyers have been instructed to keep 
this tenet always before their manufacturers. 
In many cases today we package because our 
manufacturers either can not or will not pack- 
age the way we want it. 

We chose cellophane because we believe 
that “Clear containers are show windows.” 
Cellophane makes an ideal clear container that 
glamorizes, yet protects the merchandise. 
Color of the merchandise becomes alive, de- 
tail is definite and clear at a glance. Since 
eyes and not ears determine the selection of 
a product the eye appeal of the package must 
stop shoppers, speed and increase sales and 
cause impulse buying. This is the core of 
any self-selection program. 

We have now been packaging for about a 
year and I should like to discuss our program. 
What do we package? This can be answered 
very simply by stating that we package at 
present over 500 items or classifications from 
73 different departments, ranging from men’s 
furnishings, women’s accessories, infant’s and 
children’s wear, through domestics to records 
and Christmas tree ornaments. In other words 
we package in all soft lines wherever we 
can get a competitive edge, or added sales 
appeal or increased average check or multiple 
sales or reduction in soilage markdown, etc. 

Self-selection should speed customer shop- 
ping, provide multiple sales and, we hope, in- 
crease the average check. I have brought a 
few of our packages which we feel accom- 
plish these results. 

Here is a package of 12 men’s handker- 
chiefs—a rather hefty multiple. Simply pack- 
aged, perfectly clear, it allow the customer to 
select and complete the sale in a moment. 
For your information we started with a 
multiple of four, then six, then ten, and now 
twelve. Again a neat package of three in- 
itialled handkerchiefs which attracts the eye 
of the customer and provides full detail for 
her inspection. 

Obviously there is no sacred formula in 
determining a multiple. Many of us, includ- 
ing the manufacturer, are bound by tradition 
and past practice. We find it difficult to 
change our traditional thinking. We would 
like now as a yardstick to attempt to package 
one more than the customer normally buys 
and by packaging and allowing her to sell 
herself to boost her normal buying habits. 

Many customers have not the time or the 
patience to select gifts. Many are not sure 
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of their own color sense. These three pack- 
ages are aimed at helping them. First a 
combination of two bath towels with two 
hand towels and two washcloths. Second a 
fine shower or hostess gift of three dish 
towels, one hand towel, one utility cloth and 
one pot holder. 

We could not force these color combina- 
tions into a manufacturer’s production line 
so we package thern ourselves. We can move 
fast and slow moving colors together. We 
are able to combine items of more than one 
classification. By displaying a full variety of 
color combinations, quality, and price lines on 
two table tops we have speeded the customer’s 
selection and freed a salesperson from show- 
ing many different items to assist a customer 
in selecting. She can make her own selection 
and is generally more satisfied. At least our 
returns are lower. In addition we have stimu- 
lated the imagination of our assistant buyers 
and salespeople and re-awakened their inter- 
est in staple merchandise. We have strongly 
boosted the homely towel as a gift item on a 
year-round basis. 

Everyone loves a new baby and everyone 
wants to buy something unusual for it. At 
Christmas we packaged over 30 different lay- 
ette combinations as gifts. These displayed 
on a group of four tables allow the ultimate 
in self-selection, speed and ease of shopping; 
all can find what they want quickly and with 
little or no help from the salesclerk, who can 
be helping other customers. 

I have shown multiple sales possibilities, 
speed of selection, and obviously an increased 
average check. All these packages are well 
above departmental average checks. While I 


have emphasized gift merchandise because of — 


its glamour, the majority of our packaged 
items contain merely staple merchandise for 
easier selection. If it is packaged it can be 
placed anywhere within reach of the customer 
and not be buried behind glass as part of a 
fine assortment display. 

I might mention here that these packages 
make a fine prop for the displaymen. Our 
people have made many powerful displays of 
such packages. They readily lend themselves 
to new techniques for the display department 
in either windows or on the selling floors. 

We eagerly await the future—new packag- 
ing media, branch stores, more adaptable fix- 
turing, promotional seasonal packages and 
campaigns and the pent-up imagination and 
advertising power of our manufacturers ad- 
vised by display and packaging consultants. 
They can and will help to make the package 
the medium for self-selection. 


MARJORIE M. REICH 


The speaker at the luncheon which divided 
the clinic sessions was Marjorie M. Reich, 
director of fashion, Halle Brothers Company, 
Cleveland. Her subject was “Fashion is a 
Game of Scrabble.” She said, in part: 

Where does one start to work out a fashion 
program for a store? I sincerely believe that 
to be a good fashion director, you must first 
be a good reporter and you must cover your 
“fashion beat” thoroughly. That means the 
leather market—and covering it far enough 
ahead of the shoe market so that you know 
that the news in leather is going to be luster 
calf or the big color charcoal gray or what- 
ever other news the season brings. Next to 
the fabric mills, and there again way in ad- 
vance of the market openings, because it’s 
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DARLING 
DISPLAYS 


Metal Display 
Equipment 


L. A. Darling’s display fixture library is an 
invaluable source of equipment infor- 
mation, techniques and sales-producing 
merchandising ideas for every retail 
operation. Specifications, applications and 
product-in-use photographs of wood, 
metal, plastic and rubber display merchan- 
disers, plus Darling’s sensational new 
Vizusell merchandising equipment. .. 
yours for merely sending us a two-cent 
postcard. Write Dept. DW7 today! 


You Are Cordially Invited to Visit Any 
of Our Convenient Metropolitan Showrooms 


DARLING CO. 


NEW YORK CHICAGO LOS ANGELES 
47 W. 34th St. 222 W. Adams St. 1001 S. Figueroa St. 














Store Directory & 
Bulletin Boards for 
Better Selling! 


Let an Acme board create impulse 
buying with its departmental list- 
ings and your advertisements. Write 
today for Acme's FREE folder ‘’Sell- 
ing Through Suggestion,” and the 
latest catalog on directories and 
bulletin boards. 


ACME 
BULLETIN COMPANY 


37 EAST 12TH STREET 
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EXPANDED ALUMINUM FOIL 


Versatile metal mesh decorative 

material, in eight bright colors. 

Offers unlimited opportunities for 

the decorator. Flexible, easy to 

fashion, easy to cut. Your jobber 
can supply you. Write for samples of 
R-P Expanded Aluminum Foil and Puff- 
ing Foil, also samples of R-P un- 
expanded, and non-expansible aluminum 
Foil patterns. . . . Especially adaptable 
for Fall and Christmas displays. 
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—This group attended the tenth annual Old Timers’ dinner of W. L. Stensgaard & Associates, 


Chicago. 
Timers’ Club, and receives numerous benefits. 


When an employe has been with the firm five years he becomes a member of the Old 
The club now numbers more than 100. At the same 


dinner, W. L. Stensgaard was presented with a merit award plaque because the company had 


gone more than one million man-hours without any employe losing time because of plant accidents— 
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(One last step in this direc- 
is the plea for advance plan- 


store purchases. 
that 
We work on a three-month continuing 
Halle’s. Our display department 
months in what the 
interior display themes 


tion, and 
ning. 
schedule at 

three 
specific window and 
will be. As the date of preparation nears, 
the details of manufacture, style number, etc., 
are filled in. | it's through this ad 
vance planning that fashion and display can 
Let fashion 
for you to 


knows advance 


believe 
work most effectively together. 


the but in time 
visualize the best ways to present 1t. 


give you news 
Every time a brochure about today’s meet- 
me, the title of my talk 
changed. Actually, had I been asked, | think 
I would probably have said I'll talk about 
“Scrabble” _that fashion is a game ...a 
game of “Scrabble.” Id take the 
fashion and work them out on a giant board 

words that the genius of your talent can 
make come to life. For example: 

Fashion is a force... that’s stronger than 
any fad or fancy; it lowers people into for- 
eign cars and wraps them up in cashmeres. 
It puts men into waistcoats fancier than any 
great-grandfather dreamed of. It makes 
women cinch in their middles and cut off 
their hair into dozens of “Ondine” points. 

It's a pattern that makes people con- 
form to an idea, even a whim, a suggestion— 
fashion moves by mass appeal. How else 
can you explain that there were 2,000,000 
Long John plaid scarves sold in America last 
winter, and that just about every young girl 
from the age of 10 to 20 deserted her babushka 
and wrapped her head in one of these? The 


ing came to was 


words of 


arm-load of bracelets, the dangling hoop ear- 


rings, the lavers of petticoats, began to 


assume the proportions of a uniform. Most 
women think they want to be different, but 
actually prefer to follow. the 
leader. That leader can be you. 

It's an ability . . . to accept change as 
inevitable and don’t decry 
change, it's what keeps you and I in busi- 
The ability to sense these “coming-in 


they fashion 


good and as 
Hess. 
trends” is a major responsibility of fashion 
and display working These ideas 
must be tested just as carefully as a scientist's, 
and more importantly, the reaction to those 
ideas transmitted quickly to the buyers and 
people involved. 

It's a knowing that people are getting 
smarter all the time more education, 
more schooling, more experience 

It's a mobile people are traveling to 
and from influenced by “suburbia,” 
traveling to and from the far corners of the 
world. 

It’s topical like TV, and more radios 
and more magazines and more 25c paper books 


te wether. 


suburbs. 


and more people knowing about more things. 
Just take the whole field of synthetic fibers. 
ven an expert buyer has to look at her tex- 
tile dictionary to figure out what's what. Who 
would have dreamt even four years ago of a 
coat that could go into a washing machine 
of beautiful pastel leathers that need only be 
whisked off with a damp cloth—of petticoats 
that would stay stiff through countless wash- 
Ings? 

knowing that the home 1s 
once more the hub of activity, with all sorts 
of do-it-yourself-ideas waiting to be ex- 
ploited by fashion and display working to- 
gether. 

It’s the staggering advances in 
the fields of technology make our customers 
conditioned to want and try the new. 

It’s tough to sell goods today and it 
will get tougher more new products, 
more new processes, more new con- 
stantly emerging, each a challenge to the 
creativeness of fashion and display. 

Fashion is busy our new way of life, 
with its accent on activity, informality and 
more 
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people at work, one woman out of every three 
but working 
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shorter hours. 
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e e e a complete line of individual 


mechanical displays for 


CHRISTMAS 


Many traditional and popular subjects in a wide range 
of prices to fit the display budget of any store. 


SPECIAL CHRISTMAS PROMOTIONS... . 


as always . .. special, custom built mechanical 
promotions for the larger stores. 


SEE OUR COMPLETE LINE DURING MARKET WEEK AT OUR SHOWROOMS 


MESSMORE & DAMON COMPANY 


Designers and Manufacturers of Displays, Exhibits and Mechanical Attractions 


NEw YORK 29%, 
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It’s time more time for play, leisure, 
increased travel, and life at home — 
and it’s up to fashion and display working 
together to sell the advantages of leisure time, 
the new products that come about through an 
enjoyment of leisure. 

It's emotional what makes our cus- 
tomers buy it. The emotions that move them 
to buy should be the moving factor in your 
planning of displays; take the emotions and 
with your’ great artistry and your vivid im- 
agination put them to work for you through 
fashion: pride sells Cadillacs, joy sells flow- 


social 


ers, admiration sells dresses, taste sells 
Steuben glass, love sells candy, spirit 
bright red, imagination sells jewelry, prestige 
sells silver, beauty sells perfume. 

Your 


tions. 


sells 


scrabble boards are your imagina- 
full of limitless words to do a top 
score job. All of us have the know-how to 
do a fashion job. And it is the know-how 
of many who make American fashion what it 
is. The designer, the manufacturer, the re- 
tailer, the magazine. But even more impor- 
tant than the know-how of all of these is the 
know-how of our customers who know what 
they want of fashion and how to go about 
getting it. So take these letters, the words, 
the cues, play them the fashion way because 
fashion is fabulous, fashion is fantastic, and 
fashion can be fun! 

The afternoon program was devoted pri- 
marily to lighting, with Edward F. Kook, 
president of Century Lighting, Inc., New York 
City, as program chairman. He introduced 
Victor Gruen, of the well-known firm of 
architects responsible for Northland, the new 
Detroit shopping center. After describing the 
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various types of lighting and how they could 
be used singly or together to create moods, 
atmosphere, and to show merchandise to best 
advantage, he showed slides of the kinds of 
lighting used at Northland. 


PROF. STANLEY McCANDLESS 

The next speaker was Stanley McCandless, 
head of research and development for Century 
Lighting, Inc., who discussed “Interior Dis- 
play and Sales Lighting”: 

Someone seeking an easily remembered 
alliterative slogan for store lighting, advanced 
the three A’s: attraction, appraisal, and at- 
mosphere. These comprise the objectives in 
planning the interior lighting for a_ store. 
Almost without exception, no natural light is 
involved. It is the province of well con- 
trolled, well placed artificial lighting units. 
and this is a review of methods and equip- 
ment employed. 

[. Interior Display—Attraction. It is axio- 
matic that human beings are attracted by the 
brightest object in the field of vision. Un- 
fortunately, in the average store lighting job, 
this is likely to be a lighting fixture instead 
of an object for sale. Ordinarily the virtuosity 
and glamour in display work is left to the 
show windows, which are the first point of 
contact with the potential customer, but there 
is a growing tendency to take advantage of 
the large, clean spaces of an interior to call 
attention to departments by means of well- 
planned displays. Tying-in the display with 
the windows is desirable. Repetition is easy 
recognition. Too often these displays are 
mounted at a level too high for easy seeing. 

Interior display may be a shadow-box on 
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the wall, a setting on top of the stock case in 
the midst of a counter section, or to a lesser 
degree in the shelves and counters of each 
section. The brightness of these displays, 
and consequently their attention value, can 
be enhanced by the lower brightness of sur- 
roundings and for this reason the first func- 
tion of lighting is to provide a high level of 
localized light on the goods for sale, without 
causing glare in the eyes of the customers on 
the far side of the set-up. This level of illu- 
mination may be as high as 300 footcandles. 
The angle of lighting is seldom the best from 
straight overhead. Accent light should be 
on the front side of the object lighted, ex- 
cept where backlighting effects are desired. 
Color can be introduced but more as a sec- 
ondary, decorative source than as a primary 
highlight, and the color should be chosen in 
relation to the color of the object. If color 
is used in the primary source, it should be 
a tint, and generally on the warm side, ex- 
cept when the object can be enhanced by a 
cool highlight. 

The equipment to use for this aspect of 
lighting has been greatly simplified in recent 
years by the development of the _ reflector 
lamp in various wattages, and giving various 
distributions: floodlights, spotlights, etc., from 
75 watts to 500 watts, and there has been a 
great deal of equipment manufactured to pro- 
vide them with color holders, louvers, and 
spread lenses. However, they do lack the 
means of precise control of the beam. The 
color, by the way, should always be in the 
form of glass. For extremely long throws of 
high levels of illumination, spotlights up to 
2,000 watts have been used. Care should be 
taken that they are flush mounted or built in- 
to the architecture, and that they do not cause 
a glare to the customer when on the opposite 
side of the objective lighted. 

The simplest form of display, and often 
the most effective, is the illuminated show- 
case. This aspect of display is the bridge 
between appraisal and attraction, and it often 
serves as an indication of the goods on sale 
better than any sign could do. 

There is always a great deal of discussion 
about the fading power of various types of 
lights, particularly high-intensity showcase 
units which are close to goods which are 
dyed in one of the more fugitive tints. The 
only law known to date is that the fading 
power of a light source, and this applies as 
far as we know to incandescent as well as 
fluorescent, is proportional to the lumen-hours 
of exposure. The most practical advice, of 
course, is that goods should be changed con- 
stantly to avoid over-exposure, and those 
colors such as blue and some purples, which 
are most fugitive, should be guarded with 
greatest care. The amount of light in the 
showcase, because of the nearness of the 
customer, need seldom be over 100 foot- 
candles, and the color should be most nearly 
similar to the source under which the objects 
are to be used. 

Candy and jewelry displays and showcases 
seem to benefit by much higher levels than 
the average type of merchandise, and the 
latter should be made up of point sources 
rather than tubular sources where gems are 
on display. Flat silver and large surfaces 
generally appear best under tubular (fluores- 
cent) lamps or large diffusing sources. 

The display of glass is a special technique 
which generally requires a luminous shelf, 
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sometimes a luminous background. Accent 


lights on glass from concealed spots should | 


be limited in number so that the highlights 
caused will be limited in number. 

The lighting of food can present a color 
problem, but the deluxe warm white fluores- 
cent lamp has corrected most objections. 
However, there is still such a strong bias 
against the use of even the best fluorescent 
and a latent desire for the effect of candle 
light that each case should be treated sepa- 
rately. Broadly speaking, the problem is one 
of habit, not entirely an aesthetic one. In 
fact, the fear of color distortion by the use 
of fluorescent lighting deprives most displays 
of the most efficient source of colored light 
known. There should be more, rather than 
less, in display work. 

Style shows are a form of interior display 
which should be lighted with the very best of 
stage lighting techniques and equipment, even 
to the use of dimmer boards which can 
change the atmosphere for each type of dis- 
play. Ellipsoidal reflector spotlights are 
generally the most desirable instruments used 
for lighting the runway, because they can be 
framed sharply to an area without spilling 
into the audience. 

The atmosphere of the showroom or audi- 
torium deserves considerable attention because 
it can enhance the seasonal aspect of the 
costumes, and make the space far more effec- 
tive than if there is no flexibility in the 
lighting of both the stage and the seating 
area. 

II. Sales—Appraisal. Depending upon the 
type of article for sale, the customer should 
have a good opportunity to appraise its 
form, texture, color, etc., at close range 
under the most ideal conditions of visibility. 
Whether the merchandise is a small article, 
a dress on a model, or a large piece of 
furniture, the lighting should be so arranged 
that the merchandise is always the most 
visible object in the line of vision. 

A. Counter Lights. The most obvious 
application of this principle is in the use of 
counter lights. These units, set flush in the 
ceiling as a rule, put a band of high inten- 
sity illumination on the counter from such a 
direction that the customer is not likely to be 
blinded by the reflection from the glass top. 
This is enhanced by the low illumination of 
the aisles between counters, and for the 
sake of argument, maybe 30 to 50 foot-candles 
is adequate for appraisal under these condi- 
tions because the eye of the customer has 
not been dulled with a high general lighting 
effect. 

The argument that management must be 
able to change the counter arrangement easily 
from season to season or from year to year 
creates the most obvious problem in terms 
of the mounting of the lighting equipment. 
Hutzler’s new store just outside of Baltimore 
has answered this by the installation of a 
dry ceiling, with removable panels and a 
highly flexible wiring system which permits 
the re-location of counter lights in their 
proper relation to the counters whenever a 
change is made. It is likewise practical to 
use this system where it is unlikely that the 
counter arrangement will be changed. Other- 
wise, a flexible type of counter light must be 
used, and there is a danger that those which 
are too far off the axis of the counter may 
provide a source of glare to customers on 
the far side. The system of counter lights, 


JULY-AUGUST, 1954 





EW display Materig 


exclusive with AJAX 


% Perfect for floor covering...will 
not crush... can be re-used 


¥% 18 eye appealing sun 
fast colors 


WIN-DO-WAVE is sturdy, embossed bleached 
kraft—giving you an ideal surface for air 
brush work. It has the stiffness you need, 
yet is completely flexible. Because it won't 
crush, it can be re-used again and again. 
Ajax WIN-DO-WAVE is the most versatile 
decorating material you can use. 





SEND FOR FREE 
SAMPLE KIT 





the AJAX box company 


2210 SO. UNION AVE., .CHICAGO 16, ILLINOIS 
MANUFACTURERS OF CORRUGATED PAPER PRODUCTS 








WINDOW DISPLAY YY 
MATERIAL STUDY 


BECKER SIGN SUPPLYCO. | WINDOW _ DISPLAY 
| AT HOME 


319-321 N. Paca St. Baltimore 1, Md. 











Easy Home Study course showing 
how to do every phase of window 
display work. Merchants, display 


EXQUISITE SMALL FLOWERS men, women and beginners will 


find thi th fi t i 
For Show Case and Interior Trims kind. i yy san in 1905, iene 


Produce display effects impossible with regula 
lines of display flowers. Unsurpassed beauty 
Tremendous Varieties in Stock 
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Small enough for cases, 
Big enough for windows. 
Ideal for short range 
white or color lighting 
from 12’ spot to 36’ 
spread at 3 feet. Hood 
measures only 41/’x 
3'x24'". Very light 
weight. Fresnel lens, 
polished mirror, univer- 
sal mounting bracket, 
cord and plug. Three 
gelatin colors and hold- 
er. Beautifully finished. 


Only $9.45, less bulb. 


Fine 4'/2"’ Fresnel lens, 
reflector, cord and plug. 
Universal mounting 
bracket. Three gelatin 
colors and holder. 400- 
watt model $10.75, less 
bulb. 1000-watt model 
$14.50, less bulb. 


Automatic color chang- 
ing wheels also avail- 
able. 





for G.E. R-40 Spot Lamps. 


Motor driven color 


wheel and universal 


mountiag bracket. 


Only $22.50. less bulb. 
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Fiat Face Letters 
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Custom cutting and 
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PLASTICFOAM PRODUCTS 
948-54 Metcalf Avenue New York City 72 
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generally using 150-watt reflector lamp with 
a spread roundel, is not only more dramatic 
in its effect but it is comparable with overall 
fluorescent lighting in terms of maintenance 
and installation costs. 

A note of warning should be added at this 
point: any layout of downlights leaves a 
ceiling dark and is likely to make the space 
seem gloomy, but even more importantly be- 
cause of the low brightness which is highly 
desirable it is necessary to provide a suitable 
amount of “uplight” to illuminate vertical 
and ceiling surfaces. <A little lighting here 
goes a long way: seldom over half to one 
watt per square foot is necessary for this 
purpose, and it is here that fluorescent tubes, 
due to their length, perform a natural func- 
tion; but they should be shielded from the 
eyes of the customers and even prevented from 
lighting surfaces directly beside them or above 
them. 

6. General Lighting. As mentioned above, 
counter lights satisfy only a portion of the 
lighting problem. Many times it 1s 
most feasible to provide a general illumina- 
tion over the floor area, and it is often de- 
sirable to have the fluorescent and incan- 
descent components mixed. Various methods 
have been tried but the most recent is a 
combination 4-foot square fluorescent unit 
with an egg crate louver and a 200 or 300- 
watt incandescent in a wide angle reflector. 
A round unit using a similar wattage and 
hased on the same principle is available also. 
The egg crate louvers, where they are illu- 
minated by the incandescent component, should 
be toned to match the color of the rest of 
This type of unit, which should 
seldom be spaced more than on a one to one 
basis, is effective for the lighting of fabrics, 
carpets, and materials with texture because 
the flatness of the lighting effect from the 
fluorescent is offset by the sparkle of the 
direct warm light from the incandescent. 

There is a place also for the two extremes 
of fluorescent lighting: one with an overall 
egg crate or plastic ceiling where high levels 
of general illumination are desired, or for 
smaller 2-foot square flush ceiling units which 
give a low general illumination over a large 
space such as a furniture section, where it 
that table and stand lamps lend a 
much more appropriate atmosphere than a 
high general level of illumination. The 
louverall or plastic ceiling is not practical for 
counter sections because of surface reflec- 
tions, but where high vertical illumination is 
called for as in book and periodical sections, 
food, shoes, and dark clothing areas it is 
practical even if used over limited areas in 
panel form. The only thing that can be said 
for exposed fluorescent tubes is that they are 
efficient in presenting a high level of illumina- 
tion, and suggest a quick turnover without 
any finesse or folderol. 

C. Up and Wall Lights. A note of warn- 
ing in closing should be expressed, that some- 
times the effort to reduce the brightness of 
fixtures in the normal line of vision so that 
the merchandise can be more easily seen is 
apt to present a gloomy atmosphere unless 
wall surfaces and units are given considerable 
luminosity. 

The cost of store lighting is actually a 
small portion of the investment in a store, 
but still it can only justify itself in terms of 
volume of We need only look back 
over a few years to see how the imagination 


sales 


the louvers. 


seems 


sales. 





and foresight of the modern store owner has 
proved the point in numbers only too clearly. 
Lighting technique still requires a great deal 
of interpretation. Undoubtedly there are 
costly, foolish experiments made in the name 
of modern lighting. The fact remains, that 
our complete dependence on the use of arti- 
ficial illumination gives lighting today a very 
important place in the planning and operation 
of the store. 


ROLLO GILLESPIE WILLIAMS 


Rollo Gillespie Williams, color lighting 
consultant for Century Lighting, Inc., was 
the next speaker. His subject was “Light- 
ing tor Color and Form” 

There is no such thing as simple white 
light. White is a phenomenon ot vision 
and there is no single wave length of 
radiant energy corresponding to white light. 
The visible spectrum comprises a range ot 
radiant wherein each wave length 
corresponds toa specific color These colors 
range from red at one end of the spectrum 
through orange, vellow, green, peacock blue, 
blue, to violet at the other end. White 1s 
an optical phenomenon produced when the 
these 


cherey, 


eve is stimulated by some or all ot 
spectral colors. 

The expression “all the 
spectrum” is frequently used to imply that 
all known basic hues are to be found in the 
This is incorrect because a group 
of important colors is not included. Thus 
magenta, crimson, cerise are not found in 
the spectrum and together with other hues 
belonging to this “Family of Purples” only 
exist as optical phenomena when the eye is 
stimulated by combinations of certain wave 
lengths of light. In other words, each sepa- 
rate wave length in the visible spectrum 
corresponds to a particular hue, whereas 
colors in the purple range do not have cor- 
responding wave lengths but require two or 
more separate wave lengths (1.e. colors) to 
stimulate the retina of the eye. 

Why is this knowledge important if we 
desire mastery over appearance values? The 
answer is that it leads us to the full realiza- 
tion that all visual phenomena which seem 
to be form and color located in space out- 
side of the observer are in reality mental 
reactions to images of light painted on the 
retina of the eye by light reflected from the 
observed objects. We never directly per- 
ceive objects and colors, but instead are 
conscious only of images painted by light 
on the eye’s retina. Thus if we perceive 
a red rose with green leaves it is because 
when illuminated by “white” I:ght the bloom 
has the property of absorbing all wave 
lengths other than those corresponding to 
red, and it reflects these “red” rays into 
the observer’s eye. The leaves on the other 
hand have the property of absorbing all 
wave lengths other than those corresponding 
to green and only “green” light is reflected 
into the eye. Thus a picture is painted by 
light on the retina showing an area of red 
light shaped as the bloom and a green light 
shaped as the leaves. Visual consciousness 
of this particular flower is thus seen, 1n fact, 
to be consciousness of a picture painted by 
light. 

Many people are aware of this 
in vision but few follow the factors through 
to a certain conclusion, namely, 
“that if ‘light’ the 


colors of the 


spectrum. 


process 


logical 
everything we see 1s 
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control of the light entering a person's eye 
can determine what that person sees.” Thus 
if the rose bloom and leaves we have been 
discussing are illuminated by peacock-blue 
instead of white light, then quite a different 
picture will be painted on the retina of the 
observer’s eye. The bloom has been seen 
to have the property of absorbing all colors 
except red and since there is no red content 
in peacock-blue, the bloom will have no 
light to reflect and it will appear as black. 

The peacock-blue light, however, contains 
green and the leaves will therefore absorb 
the blue but reflect the green light consti- 
tuting peacock-blue and the eye will con- 
tinue to see these leaves as green. Thus 
under peacock-blue light the flower will be 
a black rose with green leaves. Nothing 
has happened to the physical constitution of 
this flower but its appearance has been 
altered because the spectral composition of 
the lighting has been changed. 

The apparent shape of the bloom and 
leaves is also determined entirely by light. 
The visual elements of appearance are line, 
outline, plane, contour, light and shade, tex- 
ture and color. It can be shown that all of 
these elements depend entirely upon light 
tor their visual existence and apart from 
light have no visual existence. Square and 
round columns can appear identical if even- 
ly lighted, from all directions, without 
shadows. Form depends upon light for its 
very existence in a visual sense and when 
this basic fact is grasped, then control of 
the directional characteristics of light and 
knowledge of the reflective characteristics 
of an object will enable us to produce almost 
any desired effect of appearance. 

(A discussion of how the eye perceives 
color followed, after which Mr. Williams 
continued :) 

The most potent and flexible tool the 
displayman possesses is lighting, for the 
visual phenomena which seem to be form 
and color located in space outside of the 
observers are, in reality, mental reactions 
to images of light painted on the retina of 
the eye. At first it may look as if the tan- 
gible beauties of form and color are in 
danger of submergence in an abstraction, 
but this is not the case. On the contrary, 
appreciation of the fact that all visual 
appearances are elaborate phenomena of 
light increases and enhances one’s apprecia- 
tion of visual beauty. There is much more 
to it than just a simple primary fact that 
the cones in the retina of the eye produce 
all colors through certain primary sensa- 
tions. Certainly if color and torm = are 
phenomena of perception there is very much 
more to lighting than the choice of a 
Huorescent tube. 

The observed color and form of an cbject 
are determined by a number of tactors, the 
most important ones being: 

Color: 1. The color reflectivity of the 
object; 2. Spectral quality of the lighting; 
3. Color values of the environment; 4. 
Brightness contrasts; 5. State of adaptation 
ot the observer's eye. 

Form: 1. The shape and surface texture 
of the subject; 2. Incident angles of the 
lighting; 3. Brightness contrasts; 4. Depth 
and type of shadow areas: 5. Foreground 
and background relationships 

(Mr. Williams then gave a= “series ot 
demonstrations illustrating each of these 
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factors and showing how they influence the 
apparent color and shape of the displayed 
object. It was seen that these factors are 
not scientific abstractions but are among 
the everyday reasons for the appearance of 
forms and colors, and that it is difficult 
to develop display technique without some 
knowledge of them ) 

A good deal is said and written about the 
need of truthful presentaticn of color, and 
rightly so since merchandising is beset with 
problems associated with color rendition. 
A better approach to all rendition problems 
Ny (OMe 318 Ol1@ 4 is assured when it is remembered that no 
object has an invariable color appearance 
— which is the truth about its color — but 
rather that every colored object can present 
numerous and different aspects of color 
depending upon the conditions under which 
a, : i it is seen. Thus what is normally consid- 
(4 ase Slee ered the normal color appearance, is in fact 
SNO FLAKES FINE SNO | a particular aspect which is visible under 

és a specified set of conditions. Even the 
talk about “daylight appearances” can be 
misleading because daylight greatly varies 
Frostee Sno Blocks can be used in hundreds in color quality, intensity, and direction. 
of ways to attract interest in your Fall and The appearance of a colored fabric on a dull 


. . : November afternoon in Canada may _ be 
Holiday displays. Vary the floor scatterings very different from its appearance at noon 
in your Winter settings with Frostee Flakes, / on a June day in Florida. Thus there is 
Fine Sno or Chunks. Order from your Dis- no fixed value for daylight and when 
talking about daylight appearance it is 
usually wise to define the values of the day- 
Frostee with the frigid texture. light in question. 





SNO CHUNKS play Material supplier. Insist on fireproof 


Since the color values of an object are 
relative and not absolute, there is_ less 


FROSTEE SNO CO. BLIKKFANG need to waste time and effort by seeking to 
ANTIOCH, ILLINOIS TORGET 8, OSLO, NL@l ave wd reproduce its so-called “true color. On 


the contrary, the color value that it 1s 
desired to portray should be appraised in 
terms of its spectral reflect:veness in rela- 








t Bey Ae Fe D t A . fF D F Lo 3 V F e y tion to the quality of illumination, brightness 
@ | contrasts, and state of adaptation of the 


observer's eye, as mentioned earlier in this 
FROM STOCK . talk. if it 


Thus is desired to display a 


> yellow material, with emphasis on its hue, 
p | e x é g i Gg s far better results will be obtained if steps 
are deliberately taken to build up this sense 
e .060 thru 3.000 , “tg : : : 
0 of yellow in the observer's eye, instead of 

e Clear and Colors ‘1 


e Steck ead Custom Cat Sizes seeking for some light source or filter which 
somehow or other will make it “seem” right. 


V ‘ n y | ¢ t e This can be done by the correct use of color 

and brightness contrasts. For example the 
e .010 thru .125 — Sizes 20x50 — 21x51 vellow fabric could be generally illuminated 
@ Rigid and Flexible with warm light, highlighted from an acute 
e Clear — Matte — Colors side angle with deep yellow light and edge- 
or rim-lighted on the opposite side by col- 


C e | | u i oO y e A Cc e t Gg t e ored white or bluish white. Such lighting 


conditions will enable the main body of the 
e Clear — Matte — Colors . 


: fabric to be seen in its desired hue and also 
ee a eee ae will it ae it ; ) cmalidaiin ean 
e And Sheets Cut To Any Size pres oO maz : 


PRICES THAT ARE RIGHT! Lighting composition is a very important 


factor in display work and seldom are best 
Telephone Dickens 2-2616 : : . hen 
P — results achieved by general illumination of 


T RA one particular quality and intensity. Light- 
ing composition involves the balancing of a 
2814 FULLERTON AVE. CHICAGO 47. ILL. number of factors, some of which we have 


ini Ae nem eee em eee already considered in this. talk. When 
EASTERN DIVISIO 1647-49 HENVIS STREET modeling is required, as a general rule 
= ™= ™ PHILADELPHIA 40, PA. the lighting composition should be built up 

of two or more of the following: Dominant 


“BACK TO SCHOOL” | RAO Foil Paper, Base Metal lighting; Secondary lighting; Edge- or rim- 


| 2 lighting; Fill-in lighting; Background or 
DISPLAY ACCESSORIES RAO Foil Cloth environment lighting. 


Send for catalog Special Discount to Jobbers Earlier in this talk it was seen that the 
THE MULDNER COMPANY, INC. R. A. CHLHORST primary colors of lighting are red, green 


397 Bridge St., Brooklyn 1, N. Y. 278-292 Johnston Ave. desing Ge 4, 0. 2. and blue and not red, yellow and blue as 1s 
the case with pigments. Practically every 
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known color hue including pastel tints and 
white may be matched by suitable blends of 
these primary colors. 

Lighting equipment that incorporates the 
three or four “primary” colors is now avail- 
able and, in conjunction with special con- 
trol apparatus, will enable any desired hue 
or tint of light to be produced simply by 
turning a dial. Thus when dealing with 
form, it is now possible to have accent 
directional lighting for the modeling of 
lights which will individually provide any 
desired hue or tint. 

In a short talk of this nature it is very 
difficult to deal with many aspects of the 
subject in detail but I would like to make a 
few suggestions concerning the use of light- 
ing for display purposes. 

Brightening Merchandise Colors. Bright, 
strong colors attract attention, and the use 
of spotlights with white light of spectral 
quality inclined towards the same hue as 
the merchandise will impart brightness of 
color. Colored materials can be highlighted 
from a sharp angle with light of the same 
hue but greater saturation, while the main 
body of material is illuminated with light 
chosen to bring out all the latent values 
of the inherent color. Edge- or rim-lighting 
on the opposite side to the highlighting 
can add effect if in white or contrast to the 
color of the latter. The strongly colored 
highlight adds to the impression of color, 
while the contrast afforded by edge-lighting 
helps the observer to visualize the hue of 
the merchandise. 

People who buy the fabric thus displayed 
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should not be disappointed when they take 
it home because the display lighting has not 
distorted the main color of the fabric but 
has enabled its inherent color to be appre- 
ciated. Once a positive sense of recogni- 
tion and appreciation of a particular color 
has been aroused, there is not likely to be 
disappointment away from the store, unless 
the color is really not visible in normal en- 
vironments. 

Broken White Lighting. When simple 
white light is too harsh but the effect of 
white light is desired, it can be achieved 
very artistically by blending light from 
spotlights giving slightly different tints of 
color. For example, spotlights alternately 
fitted with pale gold and pale rose filters 
will give a pleasant warm effect and min- 
gled with some white spotlights will soften 
the white effect. A good rule is to employ 
three different tints corresponding to desat- 
urated magenta, peacock-blue, and yellow, 
as for example pale pink, light blue, and 
pale yellow. The use of spotlights in this 
manner can produce a mosaic of different 
slightly color-tinted lights which give the 
impression of a broken white. The effect is 
very attractive, as subtle vartations in color 
and intensity can be effected and added in- 
terest is given to the folds of fabrics, 
dresses, etc. 

Mobile Color Light. Little has been done 
to exploit the possibility of changing color 
lighting for display work. Perhaps it is 
felt that much color changing must of 
necessity be confined to deep hues — but this 
is not the case. Mobile color lighting can 


be designed for any type of color effects 
and if desired can be confined to subtle 
changes of near-white lighting. Thus for 
backgrounds, certain deep hues are very 
effective but for displayed objects in front 
of them, soft and subtle changes of lighting 
may be more practical. Both lighting and 
control equipment is available to carry out 
almost any kind of mobile lighting. 

Variable Accent Lighting. Mobile accent 
lighting is an alternative to changing color 
lighting. It means that different spotlights 
in a display set-up gradually brighten or 
dim in various relationships so that atten- 
tion is continually directed to new articles 
on display. The spot units can be fitted 
with color filters or used as white lights 
and may be angled onto different parts of 
a display. In conjunction with a suitable 
motorized controller the lighting intensity 
of the individual lamps can be varied ac- 
cording to a pre-set sequence and during 
the cycle of operation every lamp can be 
used at different brightnesses in relation to 
certain other lamps. 

Variable White Light. For many years it 
has been my opinion that the time is not 
far distant when turning a dial will vary 
the spectral quality of white light. Such 
an arrangement is of great value to a dis- 
playman since the color quality of the 
light can then be matched to the merchan- 
dise so that this is displayed exactly as 
required. Equipment is now available 
which enables this to be done and I have 
been concerned with many actual installa- 


[Please turn to page 68] 
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Holiday Displays that are colorful 
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Send for a sample of our beautiful new permanent 
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dress your displays with . . . 


VARI-SHAPE 


No Measurements Needed 


Watch the store traffic go up when you 
glamourize your displays with Vari-Shape! 
They're beautifully made with a special 
rubber base AND THEY ALWAYS FIT 
PERFECTLY. Watch them do a real 
selling job for you. 
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dise, or a picture of the worker working on the 
item... 


What a contrast is the foregoing with 
display in America! And yet we find many retail- 
ers in this country who do not appreciate what 
display is and what it can do for their organiza- 
tions. I wish there was some way in which the 
following statement by Bill Stensgaard during a 
speech at Ann Arbor, Mich., could be brought to 
the attention of every person entrusted with the 
management of a retail stores 


"Do something about the circulation of 
people; don't let it just go by. Get it to look 
-- get it to stop. The more people that look and 
Stop at your windows, the more people come in to 
your store -=- and that's a fact determined from 
actual tests. Now, if you want to do it the hard 
way and if you want your sales to go down, reduce 
your budget for display. The average displayman 
doesn't kick very much...he's been taking such 
a beating the last few years from the fellow who 
wants more money for newspaper, radio, and now 
television. Ali of this is for pre-selling. It's 
high time retail management came to the aid of 
its best and lowest-cost medium -- merchandise 
presentation in his own store windows and depart- 
ments. It's about time that you gave the dis- 
playman a pat on the back and if you have anybody 
that has any inclination to show merchandise and 
get into this phase of it, give him a pat on the 
back to encourage better display. Don't try to 
do it with cracker-boxes; give the display man- 
ager enough money to do a job of showmanship 
in selling." .<-< 


As you will see from the front cover of 
this issue, it is the combined July-August 
number and represents the first step in convert- 
ing DISPLAY WORLD into a pre-dated publication, 
as explained in detail in this column last month. 
The September issue will go into the mail August 
20, and should reach you a few days later. All 
future issues will be mailed on the 20th. This 
change in dating will be of benefit to everyone 
concerned, judging by the favorable response 
the initial announcement received... 


Cordially yours, 


YP iw 
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KG-37/4 WHITE PAINTED TWIG GARLAND WITH DIAMOND DUST. 
Size 24 in. diameter. Per yard $3.00 
KG-35 4 WHITE FLOCKED FERN SPRAY WITH DIAMOND DUST. 
Size 26 in. high. Per dozen $8.40 
KG-36 4.-WHITE PAINTED SWEET FERN SPRAY WITH DIAMOND 
DUST. Size 18 in. high. Per dozen $2.40 
KG-53-- WHITE FLOCKED BRANCH WITH DIAMOND DUST. Size 
36 in. high. In stock. Per dozen $12.00 
KG-31 4 LACY TWIG PAINTED AND FLOCKED BRANCH WITH 
DIAMOND DUST. Size 36 in. high. Per dozen $14.40 
UNLESS OTHERWISE MARKED, ALL F.O.B. MICHIGAN 
STYROFOAM SNOWBALLS — IN STOCK 
No. GB-3005—-Size 5 in. diameter. Per 100 $50.00 


No. GB-3004—Size 4 in. diameter. Per 100 Ee ee ie $25.00 
No. GB-3003—Size 3 in. diameter. Per 100 $ 9.50 


White Flocked and Painted 
Twig Wreaths and Garlands 
for Distinctive and 

Striking Christmas Displays 


KG-18'4—WHITE PAINTED TWIG WREATH 
WITH DIAMOND DUST. 
Size 36 in. diameter. Each $10.95 
Size 30 in. diameter. Each 9.00 
Size 24 in. diameter. Each 4.50 
Size 18 in. diameter. Each 2.50 
KG-12/4— WHITE PAINTED TWIG GARLAND 
WITH DIAMOND DUST. Size 12 in. diameter. 
Per yard $2.00 
KG-11/4—WHITE PAINTED TWIG GARLAND 
WITH DIAMOND DUST. Size 8 in. diameter. 
Per yard $1.40 
KG-32/4- BLUE FLOCKED TWIG GARLAND 
WITH DIAMOND DUST. Size 8 in. diameter. 
Per yard $1.80 
ALL F.O.B. MICHIGAN 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVENUE 
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Straigh! double fringe 


For “STOP APPEAL" Use 


GLITTERTWIST 
In Your Holiday Display 
Plastic Glittertwist Fringes in 5@", 2" and 


34%" wide in various cuts in all metallic 
colors as well as in black, white and pearl- 
ized pastel colors and fluorescent colors. 


Fireproof Glittertwist Garland self-expand- 


ing in 7 metallic colors. 


IMPORTED FRENCH SHOCKPROOF 
GIANT GLASS BALLS 
(with highly finished brass caps and brass 
ring for hanging) 4", 5", 6", 8", 10" and 
12" individually boxed. 
NEWEST IMPORTED CHRISTMAS ORNA- 
MENTS in al! French, Austrian 


and German. 


TRANSPARENT GLASS BALLS richly deco- 
rated with pearls, spangles, and beads of 
our own manufacture. 


varieties, 


Write for literature and sample. 
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YOU CAN MASTER DISPLAY SPACE, 
TIME and DESIGN 


with 


DECA-POLES (Pat. Pending) 
In the NEW Fibreboard Module Deca-pole 
In the Unmatched Steel Deca-pole 


MODU-AIRES 


Interchangeable frames, panek, shelves and legs! 


SELF-PAK EXHIBITS 


In Special Designs just for Your Needs. 
No Storage problem, No time-consuming unpacking 
and re-packing. The Ideal Exhibit. 


Lithographed Displays . . . Individual Displays . . . Exhibits 
itinerant Units ... Motion Displays . .. Point of Purchase Units 


all products of 


ADVERTISERS DISPLAYS & EXHIBITS INC. 


Central 3170 


2028-32 Washington Ave. 


St. Louis 3, Mo. 




















FOR 


PAPIER 
MACHE 
FORMS 


W.H. Window 
Display Co. 


119 Ave. D 
New York City 9 


ARTIFICIAL FLOWERS AND 
DECORATIVES 


for Show-window and interior displays. Best quality at 
the lowest prices. From the manufacturer direct to 
the displayman. 

WRITE FOR CATALOG. NO JOBBERS, PLEASE! 


BARTH'S DECORATIVE STUDIOS 


SiS N Chestnut S+ Colorado Sorinas. Colo 














Order Your “Naturalike’”’ Grass Mats 
and TUFF-TURF sprinklings from your display jobber 
today—NOW! ““NATURALIKE” are the finest GRASS 
MATS you can buy. Ask for ““NATURALIKE” when 
ordering. 
MEMORIAL GRASS COMPANY 
UHRICHSVILLE, OHIO 
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BAMBERGER'S BRANCH 
[Continued from page 27] 


in the mood and manners of the Mirror 
Room, where starburst incandescent lighting 
has glamorous appeal and introduces elegance 
that 1s decorative but still functional.  Ceil- 
ing porthole lighting spreads even illumination 
and serves to spotlight figure displays. Table 
type platforms, at broken levels, elevate dis- 
plays for intimate attention without any sug- 
gestion of “touch me not” isolation. Mirror- 
faced pillars and mirror-encased display plat- 
forms reflect good taste and fine fashion. 

Daylight fluorescent lighting brings true 
color value to coats and suits in the depart- 
ment shown here, where try-on mirrors are 
recessed and flanked by metal mesh inter- 
section panels. Stock units feature’ black 
metal channel fixtures masked at the top 
with metal mesh which functions as a_ back- 
drop fer the department name in silhouette 
letters. 

And now let us look at a home department, 
and see how realistically the display problem 
is handled for curtains and drapes. There is 
no pulling of punches, no art for art’s sake to 
minimize the selling force of ample and varied 
“in use” displays. Bed units are placed 
close together in order to show as many 
different spreads as possible, with merging 
window back-panels doing a double unit sell- 
ing job for matching curtains. Massed cur- 
tain display creates the colorful background 
for this highly economical use of display 
space put to work for maximum selling ad- 
vantage. 

Bamberger’s furniture floor is divided into 
two sections by means of ceiling-to-floor beige 
draperies on ceiling tracks. The entire ceiling 
is criss-crossed with tracks to increase flexi- 
bility and make it possible to create new 
“enclosed” areas practically any size or 
shape, easily and quickly by pulling the 
drapes in any desired direction. The section 
shown here is an open area, with specialized 
groupings of related type furniture, arranged 
in room suggestion. The room atmosphere 
is further enhanced by the fact that rugs are 
used to centralize type groupings. Formal 
room settings are enclosed by draperies with 
open entranceways, full length of the wall, as 
can be seen in this photograph. Overall illumi- 
nation is recessed ceiling lighting, with an 
inviting atmosphere created by coordinated 
floor and table lamps used as decorative room 
accessories. 


New Showroom Opened 
By Eve Brueser 

Eve Brueser has opened a new showroom 
at 145 West 24th street, New York City. 
Clare McCune, also well known in display, 
is associated with the firm. 








SOURCE SERVICE 
If in any of the illustrations in DISPLAY 
WORLD you see fixture, 
mannequin, or equipment 


some property, 


other display 
which interests you particularly, we will be 
glad to supply you with the source from 
which it can be obtained. Just address your 
inquiry to the Editor, DISPLAY WORLD, 
Cincinnati 1, and it will have prompt atten- 
tion. 
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Sales Message Given 
By Display Device 

A simple, automatic message-repeating 
device which embodies a magazine of mag- 
netic tape has been developed for point-of- 
purchase displays and trade show exhibits 
where a short reminder message can convert 
into actual sales the interest and desire 
previously generated by other forms of ad- 
vertising. 

The “Universal 300 Audio-Vendor” holds 
tape for a running time of from 15 seconds 
to 15 minutes and can be placed directly 
on the supply spindle of any tape recorder. 
It requires no adjustment, is entirely self- 
compensating and trouble-free. The tape 
comes from the center of the magazine and 
is retrieved and automatically rewound on 
the outside after recording and at the exact 
required uniform tension and speed to avoid 
excess in the loop. 

New messages, as recorded, automatically 
wipe old messages from the tape. The last 
recordings are perfectly reproduced continu- 
ously until they are replaced. 

A free brochure describing the device 
will be sent to anyone addressing his re- 
quest to Cousino, Inc., 2455 Madison avenue, 
Toledo. 





Harry T. Jones Dies; 
In Display 62 Years 

Harry T. Jones, pioneer displayman, died 
recently in Chicago after a long illness. 
He was 88 years old. His identification 
with display dated back 62 years to the 
time when he took his first job in a 
grocery store in Rapid City, S. D. Later, 
after some years with Chas. A. Stevens & 
Co., The Fair, and Hillman’s, in Chicago, 
he became display director for Mandel 
Brothers, of the same city. 

In 1916 he and Joseph I. Adler organized 
the Adler-Jones Company, Chicago; he 
served as president of the firm for ten 
years, during which time he traveled ex- 
tensively in its behalf. Until two years 
ago Jones was still active in the company 
and was the first one to arrive each morn- 
ing and the last to leave. He rejected all 
invitations for retirement. 





Additional Space Added 
By New York Firm 


Long Island Display Products Corpora- 
tion has expanded its operation, acquiring 
10,000 additional square feet of manufac- 
turing and warehouse space at 588 West 
Merrick road, Valley Stream, L. L, N. Y. 
This will serve as a tactory and warehouse 
devoted to outdoor Christmas decorations. 
General offices, showroom, and sample shop 
are still located at 613 Hempstead turnpike, 
Elmont, L. I. The new operation is called 
Lidco, Inc. Edward I. Korer has been 
elected president of both firms. 





James Is Promoted 
At Mandel’s 

Carl James has been made manager of 
interior and window display aft Mandel 
srothers, Chicago, heading up to John 
Cooper, who ts general display director and 
fashion coordinator. James has been with 


~ 


the firm for the past eight years. 
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“MY BROTHER MIKE™ 


Re: June Market Week, 1954. 


Dear Customers and Friends who weren't there: 

(Aside to Editor, Display World: We've always been confused as to 

whether Emily Post would use the salutation “Friends and Customers” 

or “Customers and Friends’ — so we played safe!) 
All of us missed you. And we think you missed a helluva lot too! 
Let's put it this way. Did you ever see a Display showroom which 
cost over a quarter of a million dollars? Well, that’s what we 
had at the New Yorker. Staggers the imagination, doesn’t it? In 
fact, every time we exhibitors think of it — it staggers us, too! 


But that’s only (?) money. 


Can you imagine a Display Shop with more than a thousand 
experts, working for months on over ten thousand (10,000) items, 
and showing them all at ONE time? Terrific, huh? 


So, where were you? 


Well — we know it's kind of early to talk about the next one — but 
keep this picture in mind, won't you— and come... 


Cordially, MIKE and DAVE 


P.S.: We thought you'd like to hear of some vital statistics we took 
of the show: 


BARGAIN: . . . The NRDGA-NADI Clinic offered for only $12.50 a “Day” which in- 
cluded lectures by leading authorities, lunch, dinner, cocktail party and entertainment. 
BUDGET: ... It was feared that after paying the $12.50 for the Clinic, the Display 
Directors wouldn't have any money left. Buying was heavy, however (no old stuff 
was left in the Display Depts.) and Display Directors coming with their bosses to the 
Clinic spent more than usual. Seems that when the store owner gets education on 
the value of display, he’s freer with the buck. Then too—-the Display Director 
decided not to put the boss on a budget! 

REQUEST: . . . Jobbers and Display Directors were asked to: Walk slowly past rooms 
so that exhibitors straining their eyes to read names on customers’ identification badges 
shouldn't also dislocate necks making quick neck-jerks to left or right of customers 
passing too quickly ... And to buy... 

GEOGRAPHY: . . . Buyers came from every state—Canada—a few South American 
and “uropean countries—and Mexi-o. Several also registered from New York, and 
aithough nobody knew them, they were made to feel at home! 

REGISTRATION: ... Although we don’t have the exact figures, it seemed to us that 
this show enjoyed the highest registration we ever had—judging from the amount 
of people who passed us by! 

CRITICISM: . .. Told us, with pathos, by exhibitor friend: Display Director to our 
friend, a mannequin manufacturer, who's just finished telling DD that he’s put his 
heart and soul into his product: “Sorry, S—, while you were putting your heart and 
soul into this ‘doll’—you should have given her more of a Mae West development. 
It'll never sell in my town!” (Aside to readers: Please enclose self-addressed enve- 
lope in request for name of town.) 

WEATHER: . .. Last three days were hot; orders were sweated out and two snow- 
men in one of the Artificial Flower houses melted—Normal Christmas-show weather. 


ADVICE: ... We've had all types of kibitzing regarding our column, but the friendly 
criticism we heard at the show from one of our visitors convinced us more than ever 
that we'll continue MBM for a long time. He said: “Listen, fellers. I tell you — 
your stuff stinks! I know. I read it every month!” ... We hope you do too. 


See you next month. Keop healthy. 


CAPITAL MERCHANDISING CO. 


Manufacturers of Window Display Papers and Cloths 
365 THATFORD AVENUE BROOKLYN 12, N. Y. 











SIMPLE ADDITION 
4. 


+ 
IT ADDS UP! 
BUTLER’S 


colors seamless 


aan 


colors textured 
seamless 


colors seamless 
4 showcard 


colors bricks 


(Embossed Seamless) 


Smart display buyers avoid 
paper — 
they know what to look for 


‘waste’... because 


... basic, sunfast, seamless 
display papers that are al- 
ways easy to work with... 
always full of “LIFE! It's the 
ONLY fully COLOR COORDI- 
NATED line of Display Papers. 


nT coo mie 


€¥) MORE 


OPPORTUNITIES 
FOR SMARTER DISPLAYS 





110 Years of Paper Research and Merchandising 


Fer SF SS SSS Se FB ee eee eee eee ee ee, 
BUTLER PAPER NEW YORK CORP. 
655 Madison Ave., New York 21, N. Y. 


Please rush me my FREE copies of your NEW 
1954 Catalogs of Butler Sunfast Showcard, 
Butler Sunfast Bricks, Butler Sunfast Seamless 
and Butler Sunfast Textured Seamless Papers and 
the name of my nearest authorized jobber 


NAME 
FIRM NAME 


ADDRESS 


CITY ZONE STATE AS § 
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une Medal To Steinberg 


striking motion display tor 
Father's Day, DISPLAY WORLD’s 
gold medal for the month of June has 
Steinberg, dis- 
He de- 


()R this 


heen presented to Julius E. 


play director of Filene’s, Boston. 
scribes it as tollows: 

“This was one of our biggest hits imso- 
as the public’s reaction was concerned. 
made it unusual 
photograph. We had 
attached to the 


W hich 


The thing that” really 


doesn't show in the 
a mechanical gimmick 

under-carriage ot the car jiggled it 
manner it would have 1t it 
cranked We also had the 
sound and used a re 
All of the 


were made and dressed by our own display 
staff.” 


in exactly the 
had just been 
window wired = tor 


cording oft ‘Oh, My Papa.’ figures 


DISPLAY WORLD awards 
medal tor the best entry 
during the period in the publica 
tions International (Contest 
continues throughout the year. 
The contest has a total of 98 
merchandise and 


Kach month 
a gold received 
30-day 
Display which 
different 
service 
display- 
When 
atter 
December 1, a gold medal will be awarded 

best 

silver medal 
for third. Also each first place award will 
carry with it three points, second will have 
and third one point. The _ per- 
son receiving the greatest number of points 
contest will be 


thus making it possible for any 
more divisions. 


shortly 


man to enter one or 


the entire contest is judged 


1 


tor the entry in each classification, a 


for second, and one ot bronze 


two points, 


in the presented with a 


gold plaque, suitably 


heautitul 


as sweepstakes award: the next highest 


will receive a similar plaque, and the next 
two will each be presented with a 
of silver and bronze, respectively. 

There is no restrictions as to who may 


enter: the contest is open to any display- 


classifications, 


inscribed, 


plaque 


man, and it is not necessary to be a sub- 
scriber to DISPLAY WORLD in order to 
Compete. 

Last year there was a total of 3,120 en- 
tries received, and at this date it 
that this hgure will be exceeded in the 
contest tor 1954. who been 
awarded gold medals thus tar this year are: 

January, Russell C. Kehrt, Jenny's, Cin- 
cinati; February, Gosling, R. H. 
White & Co., Boston; March, Hans Erhardt, 
Grands Magasins Jelmoli, Zurich, Switzer- 
land; April, Randolph H. 

Roebuck & Co., Baltimore: 
\an 


Julius Steinberg. 


Secs 


| hose have 


James 


Irwin, Sears, 
May, Adolph 
Hollander, Gimbels, Philadelphia, and 
Top winner in the 1953 contest was Her 
mann Schlipphacke, Westdeutsche Kaufhot, 
Harold McLaren, 
Seattle, as runner-up. 
The Kleinhans 
won the silver plaque, and 
bronze went to Adolph Van Hol- 
lander, Gimbels, and Tom Comerford, Lit 
Brothers. both ot Philadelphia, who tied. 
ntry in the contest is made by black 
and white unmounted, and 
preferably & by 10 inches in size, although 
smaller ones will be accepted. The dis 
playmans name should appear on the back 
of the picture, together with that 
store, his address, and the classification 
number in which it is to be entered. 

This is the fitth consecutive year in which 
the contest has been held. 


(Cologne, with 


The Bon 


( lement 


(sermany, 

Marche, 
Kieffer, Jr. 
Buffalo, 
plaques 


€C om 
pally, 


photographs, 


ot his 


Son Is Born 
To Hambergers 


Jerry Hamberger, of David 
Inc.. New York City, and Mrs. 
are the parents of a son born recently. The 


Michael Allen. 


Hamberger, 
Hamberger 


bo has heen named 
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Co-ordinate Your Entire 
Store Display This 


CHRISTMAS 


with dazzlingly beautiful. economical 


silver foil branehes 


26" long by 17" wide, these brilliant branches are easy 
to install at key points in any store. Available in cerise, 
chartreuse, pink, ice blue, green, silver, or any combination 
of two colors, or one color and silver . . . with contrasting 
Fireproofing, where required, 
10% extra. Order now to assure prompt delivery. 


CONTACT YOUR LOCAL JOBBER 
Excellent Jobber Territories Open 


or matching ornaments. 











PERFECT FOR: 


@ Traffic Point Displays 
@ Shadow Boxes 

@ Display Windows 

@ Center Posts 

@ Aisle Ledges 


FOX display co. 


wy ¥ fren 
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Flexible Lighting 
At Hutzler's 


Through the use ot “The Fourth Dimen- 
sion in Lighting,” drama can now be added 
to the sales floor. according to Morris 
Ketchum, Jr., of Ketchum, Gina, and Sharp, 
New York City architects, speaking at a 
meeting of the Illuminating Engineering 
Society of New York. He was referring to 
the uses of lighting in furthering sales. As 
an example of carefully planned store light- 
ing he cited Hutzler Brothers’ new branch 
store in Towson, Md. 

The entire ceiling ot each sales floor ot 
the store is in itself a huge, flexible light- 
ing fixture of acoustic panels. Because of 
this construction, recessed lighting fixtures 
may be installed at any location by simply 
replacing one acoustical tile for another 
equipped with a suitable downlight fixture. 

Lighting units are connected to a junc- 
tion box centrally located in each bay, al- 
lowing for the easy location or relocation 
ot lighting units wherever they may be 
needed. 

A flood of caretully directed incandescent 
light, averaging 60 foot-candles, pours down 
from this ceiling onto the merchandise be- 
low. The aisles, however, are lighted te only 
& foot-candles by light spilling over trom 
the merchandise. 

Fluorescent lighting from hidden troffers 
streams onto the ceiling. This second bath 
of light, after softly illuminating the ceil- 
ing, flows downward to the merchandise on 
the sales floor. It thus creates, with the 
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down-lighting, a subtle blend of incandes- 


fluorescent illumination. 
According to Ketchum, the lighting in 

the Hutzler branch costs 68 cents a square 

foot compared to 75 cents for less efficient 


cent and 


gridiron systems. 

“With this ceiling,” said Ketchum, “there 
is no longer any need for the usual overhead 
grid producing over-all lighting of uniform 
quality for the entire sales floor. The only 
reason for any such conventional system is 
to enable the merchant to move his sales 
fixtures anywhere on the floor and_ still 
have them well lit. With the new Hutzler 
system, the lights above can be moved to 
follow any moves on the sales floor below. 
Above and beyond technical achievement, 
it has provided the means tor drama on 
the sales floor.” 


-_——_——____ ____ ne ee ree 


Owen Rossiter Dies; 
Formerly With Filene’s 
Owen Rossiter, display 
Filene’s Sons Company, Boston, from 1925 
to 1930 died in that city a short time ago 
At various time he headed 
Lord & Taylor, 
a native ot Eng- 


manager ot Wm. 


at the age of 70. 
display tor Macy's and 
New York City. He was 
land. 


Martin Hamberger 
ls Married 

Martin Hamberger, of David Hamberger. 
Inc., New York City, was married recently 
to Miss Joan Rosenblatt. 


A New Displayer 





OVER 100 DIFFERENT 
ARRANGEMENTS 


Attractive blond wood and 
jet black finish blends with 
any small merchandise. Use 
for windows, counters, is- 
lands, etc. Assembles with- 
out tools...stores com- 
pactly. 


APPA RE, 
S$ 
HARDWARES 


DEPARy 
M 


Git 


UNIT IS 37 
HIGH, EX. 
PANDS FROM 
30” TO 50”. 


Shelve-GOL | 
= + j 
ORDER FROM 


LaplauMasters, me. 


127 NO. WASHINGTON AVE. 
MINNEAPOLIS, MINNESOTA 
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Display’s Great Monthiy Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad te supply the latest authentic informa- 
tion about amything in the display line in 
which you are interested. If you do not find 
yeur needs listed on this blank, write a sepa- 


rate letter. 


If we de not have the information 


you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
ef any display problem. 


OD 
OD 
O 


[) Air Brushes 
C} Saleen tone + cra 
[) Animated 
[) Artificial eswere 
[} Artificial Snow 
[} Backgrounds 
[) Background Colors 
(} Black Light 
[}) Bulletin—Directory Boards 
[} Card & Mat Board 
[} Cardwriters’ Materials 
[} Coler Lightin 
[} Composition 
Crepe Papers 
Cut-out Letters 
[} Cutting Machines 
[} Decalcomania 
{} Decorative Papers 
{) Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Dye, Rug and Carpet 
{} Enlarging Projectors 
[} Fabrics and Trimmings 
(] Flags and Banners 
C) meme Decorations 


{) ed Ss 
C) Grass 
C) Hosiery rt “shoe Forms 
{} Lithographed Displays 
{}) Mannequins 

(} Metal Sheets 

{] Millinery Heads 

{] Motion Displays 

C} Motion Mechanisms 

(] Motors 

Ct ery + 

{} Natural Foliage 

{)} Paper Sculpture Displays 
(] Papier Mache Specialties 
{] Photographic Blowups 
C) ee, 

[)} Ply 

t) Price “Cards—Tickets 

() Price Ticket Holders 

[} Ribbons 

{}] Sale Bannefs 

{}) Show Card Colors 

{) Show Cards 

C} Show Case Lighting 

() Show Cases 

[)} Socks— Window 

C) Signs—Brass—Bronze 
{) Signs——Card Holders 
OC) Signs—Electric 

{) Sign Printing Machines 
[) Sleeve Forms 

{} Store Designing 

[} Store Equipment 

{) Store Fronts 

{} Tackers 

[) Time Switches 

C) Turntables 

[} Veneers (Imitation) 

[) Wall Board 


C) Wies 

C) Window Lighting 

o you wish a copy of their catalogue? 
© you plan to remodel your store soon 


—_— 


Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 














CLINIC HIGHLIGHTS MARKET WEEK 

[Continued from page 61] 
tions. However, I feel the time is not far 
off when this concept of lighting will be- 
come generally accepted and people will 
expect to regulate the color quality of their 
lighting as easily as they can now control 
its brightness. 

In this talk I have endeavored to bring 
out the fact that lighting does not just 
reveal color and form—it can determine 
their actual appearances. This is not done 
by trickery but by making use of fundamen- 
tal facts concerning light and vision. 

Some of the material in this address has 
been taken from my forthcoming new book 
“Lighting for Color and Form” which is 
being marketed in the near future by the 
Pitman Publishing Corporation, New York 
City, and the subjects touched on today 
are dealt with in far greater detail in this 


book. 
ABE FEDER 

“Thinking and Planning In Light” was the 
final address, delivered by Abe Feder, Light- 
ing by Feder, New York City: 

If there is one idea I have been trying to 
put across in the retail business, it’s the 
difference between lighting design and light- 
ing fixtures. 

Maybe that opens me to the charge of 
having a one-track mind. You know, the 
kind of a fellow who thinks about every- 
thing with reference to his own pet theories 
or interests. 

The more [ think and work with lighting 
design the more I[ realize how important it 
is for the man who buys lighting to grasp 
the basic concept of the difference between 
lighting design and lighting fixtures. 

If he understands it, he can do a good 
job today, tomorrow, and the day after, 
regardless of the equipment he has at hand. 
If he doesn’t, no amount of gimmick fixtures 
can solve his problems. 

There’s even more _ involved — money. 
Gimmicks are costly. They're expensive 
at the start, they may be costly to operate 
and, worst of all, they must soon be re- 
placed. 

The lighting in your windows must be 
designed to solve the problems of that par- 
ticular space. These problems do _ not 
change much through the years. 

If a window faces north, ten years later 
it will still be facing in the same direction. 

You'll always have the problems of tone 
and texture of merchandise. 

You will always have to light the mer- 
chandise in the most effective way, whether 
it comes from the top, bottom, sides, front, 
and back. 

You probably will have no more time in 
which to change a window ten years from 
now than you have today. 

You'll still have heat problems ten years 
from now. Maybe they won't be as severe, 
but they'll be there. An incandescent bulb 
still generates 90 per cent heat and only 
10 per cent light. 

Ten years from now you will still be light- 
ing your windows during daylight hours as 
well as at night. And then, as well as now, 
the window which is well lighted by day 
will almost certainly be well lighted at 
night. 

And what about color lighting? Ten 
years from now you'll still be working with 


the same three primary colors that you're 
using today — red, green, and blue, and the 
same six secondary shades — pink, pale yel- 
low, pale blue, lavender, peach, and pale 
green. 

And your customers will still be looking 
at your merchandise with their same eyes 
which have in them the same red, green, and 
blue color nerves. 

Your daylight windows ten years from 
now will still have to cope with the re- 
flections from the glass. As long as there 
is glass and as long as glass is made of 
silica sand there will still be such reflec- 
tions. 

We fight that reflection today by over- 
powering it with the intensity of the light on 
the merchandise. Ten years from today 
we'll still be fighting reflections the same 
way. 

And while the forward looking retailer 
remodels his store from time to time, he 
doesn't do that every other year or even 
every five years. The chances are, then, 
that the windows you have today will be 
with you for a fairly long time. 

So you see, there is really comparatively 
little change in the important things which 
have to do with your window lighting. 

But while the problems do not change, 
what about the light sources? Yes, these 
do develop and improve. 

However, it is important to realize that 
this improvement does not take place in a 
vacuum. 

New light sources bear a resemblance to 
things past. 

For example, Clarence Birdseye developed 
the reflector bulb in 1935. And Burdine’s, 
in Miami, began to use them in its window 
lighting in 1936—a job that I planned. 

This first reflector bulb was a self-con- 
tained spotlight. It was simpler and cheap- 
er and easier to use than a piece of theatri- 
cal apparatus, but it did the same kind of 
a job. The Par-56 reflector lamp today, its 
lineal descendant, is still a self-contained 
spotlight. Of course, it’s been improved 
in the intervening years. In fact so much 
so that a 300-watt Par-56 gives as much 
light as a 500-watt spotlight using a Fresnel 
lens. 

But it’s still doing the same job. It just 
uses less equipment, less power, less labor, 
and has more flexibility. 

The important thing I want to bring out 
here is that this change could be foreseen. 
It came about as a result of a series of 
logical developments which people who knew 
and understood lighting design could pre- 
dict the moment they saw the first Birdseye 
reflector bulb. 

When the lamp industry gave us fluo- 
rescent lamps on an economic basis in the 
late 1930s it was immediately apparent to 
any man who knew light that this would 
some day be available in a variety of colors. 

He could foresee that the heat problems 
of color lighting which occur with incan- 
descent lighting equipment and color filters 
would soon be whipped. And that’s the way 
it happened. Today, any intelligent display- 
man uses fluorescent for color backgrounds. 

Soon you will be using flucrescent lamps 
one-and-one-half times as bright as those 
you now have. The bulb industry has al- 
ready developed such bulbs. 

I predict that within ten years you will 
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have fluorescent lamps of enough intensity 


to light daytime color backgrounds easily. | 
Today this is still one of the most difficult ONE HAND 


and expensive jobs a displayman can tackle. 


Now what does all this mean? Taken | 
together with the fact that your basic win- | J with a ackground 
dow lighting problems do not change, it | < 
opens up the possibility of sound, long- | ‘ 


term planning. And sound, long-term plan- | | of Better Performance! 
ning in window lighting will of itself rule | 2 “a 

out the temptation to fall for gimmicks 
which sometimes work and sometimes fail, 


but which are nearly always costly and ‘ . \ SIZES OF TACKPOINTS 
make-shift. ae ONWe o USED IN MODEL T-2 
What I’m proposing is not a new concept 


in retailing or any other business. Stores MODEL * i AN A 
do just this kind of long-term thinking — DRIVES oe Y 


for example, when they make a master plan STAPLES ‘@ 

for air conditioning and then carry it out, ttt 

one floor at a time. me es a ei 
This, of course, makes possible a com- — a wir eo feo 

prehensive approach to the air conditioning 4 

problem and in the long run brings about 

better results than the store would achieve 


SIGN MEN! DISPLAY MEN! If you haven't in- 

if _ vestigated or used the Model T-2 HANSEN 
SIZES! ya Tacker—by all means do so! With ONE model 
4 you can do a wider variety of tacking and 


with a piecemeal approach. g—d 
. * . . ’ ’ t! 
It is identically possible to do long range | Pe vestouta a 2 Batter, Soster, wilh Sane. coue 


thinking about your window lighting and 
to get the same kind of long range benefits. 
Once the window plan is set, you can fill 


MODEL T-2 is compact, light weight, easily portable, 
easy to grip and operate. in a jiffy you can switch from 
one size Tackpoint to any of three other sizes—four in all! 
Besides, it has all the advanced Hansen features—Take-up 


" Hitt 
it in little by little, spread the investment VS 2 — Jaw, Flush Front, etc. Get full details—today! 
over a period of years. ||) ae oy -~ 

What can happen with such a window a | ||!) ||| ae 
lighting plan? If it already provides for || |) »\ Ao Pip, \>\ 7 | oom. ei .. 
handling a high heat load and new light = Cet STEPS . . . MATERIALS 


36 DIFFERENT MODELS 
sources give less heat, what would be lost? 80 STAPLE SIZES 


If it already is wired to take a big power A. [| 4 A N S : N 
load and new light sources require less 


power, what would be lost? 5041 RAVENSWOOD AVE. CHICAGO 40 ILLINOIS 


If it already can provide light from every 
side and every angle, and new light sources 
can give more light, what would be lost? 

So you see, you can only gain by having 


a master plan, you can not lose. 
Analyze your lighting problems. Do the A RARE OPPORTUNITY 
solutions you seek depend on lighting de- rho , 76 
hohe de do epee depend on know-how with ee esa Pioneer of the first Preserving Plant and Foliage Industry in 
— cyan America is willing to sell its formulas for Bleaching, Pre- 
ara on pong ee — - oeaggg serving, Dyeing, and Flameproofing process for Princess 
: —- Pine, Beach, Holly, Oak, Tropical Grasses, Trees, etc. Will 


equipment. in the : 
Are you building up too much heat when Senisinnon include sources of supply from all over the world. None 


you use color filters? Stick to pastel tints. held competitive also. 


These reduce the light loss. Therefore s : 
they require less wattage and generate less sells Excellent, bright future for man in DISPLAY FIELD. 


heat. formulas WRITE FOR PERSONAL INTERVIEW 


Light, no matter how it is produced, will 
always have to be used in the same way to 
get the same effects. Do you want to bring Address Box 7GH, care of DISPLAY WORLD 
out the shine and sleekness of a fabric? 
Then hit it head-on with your light source. 
Do you want to bring out its softness and 
depth? Then hit it from a wide angle. 
There’s no substitute for knowing what USE THE 
you're doing. And for the man who doesn't O P p O R A U N | 5 yY 


know, gimmicks will not fill the void. 
So my answer to how to light your win- E xX e Wi A N G E — eller co. 
dows by day or by night is: plan and think. $ue6eeeeerne 
Make an overall plan which will give you For any WANT AD purpose: 
the light you need to do the things you will POSITION WANTED 151 WEST 18th oar NEW YORK I1, N. Y. 
have to do. This requires equipment, but POSITION VACANT 
in a well thought out plan it can be done USED DISPLAY EQUIPMENT 
with less equipment and with less compli- FOR SALE SHOULDER COVERS 


cated ne sana may vty he 2 in REPRESENTATIVES WANTED Vinylite window-clear — vinyl — polythene. 
the equipment a little at a time, but if you i Price list & samples on request. 


start with a good plan you can do the most JOBBERS ONLY 
important things first and add the refine- #.00 Per Column Inch CORONET MFG 

ments as you go along. The point is, noth- CASH WITH ORDER ie wince oe 
ing will be wasted: nothing will have to be » & J. 
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motion 
devices 


SHOW 
MORE 


Turntable 


Model No. 
TT 15/17 


| discarded 


your 
| lighting 





| 9:40 
| ning. The 
| & Straus, 

| Eastchester, 
| Conn. 
| the new shopping center in Yonkers, 


after its novelty has worn off or 
because something else along to 
make it obsolete. 

And then, of course, you must know what 
youre doing within the plan. But here, too, 
the necessary lighting knowledge is not too 
difheult to attain. Once have it and 
your windows are designed and equipped 
to allow you to use it, you will be well on 
toward doing a good 
job for your store by day 


has come 


vou 


window 
or by 


Way 


night. 


in the 
trip an 


The 70 persons who participated 
tour of suburban stores found the 
interesting and instructive’ one. Busses 
provided by the NADI left the hotel at 
a.m. and returned at 8:30 that eve- 
stores visited included Abraham 
Hempstead, L. I., Lord & Taylor, 
and Bloomingdale’s, Stamford, 
Included in the tour was a trip to 
which 


construction for Gimbels, 
Wanamaker's, and Oppenheim Collins, as 
well as numerous other independent and 
chain stores. During the trip the display- 
men passed through a large number of sub- 
urban area business sections where branch 
stores of B. Altman, Lord & Taylor, and 
other well known firms are located. 


is now under 


visiting 
June 21, 
Radio City 


An outstanding program for 
ladies was provided. On Monday, 
they were taken on a tour of 
and the National Broadcasting Company, 
had luncheon at the Promenade cafe, and 
attended a show at Radio City Music Hall. 
The following day they went on a three- 
hour boat trip around Manhattan, lunched 
at the United Nations, and then enjoyed a 
conducted tour of the UN. On June 23 a 
two-hour sightseeing tour of Manhattan 
was provided, followed by luncheon at Toots 
Shor’s, and a visit to the Museum of Mod- 
ern Art. 





ATTRACT TRADE PERSONALITIES No.135 4 Capper 


MORE 


Mystery Motion 
Display 
Model No. 
MM35 


SELL 


MORE 


Battery-Powered 
Turntable 


Model No. 
BP 45 12 


L,. axiomatic in display that action 
which in turn sells 
Vue-More turntables 
and motion devices make 
look . . . buy. 


running 


leads to attraction 
more merchandise. 
‘em OD 2. « « 
smooth 


Thev re silent. 


, dependable—expertly engineered 
From the 
to the largest of ap- 


there’s a Vue-More stock model 


for every display need, to fit every budget 


tor reliable service. smallest 


iece of iewelry 


pliances 
requirement. 


Write for illustrated catalog and price 
list of Americas most complete line of 


motion det ices. 


BREVEL PRODUCTS CORP. 


214 SULLIVAN STREET @ NEW YORK 12, N.Y 














SERVED AS A FIRST SERGEANT 
IN WORLD WAR I, THEN SPENT 
12 YEARS IN ALL DEPARTMENTS 
OF A NEW YORK BANK, TRAIN- 
F ING TO BECOME ASSISTANT TO 
THE PRESIDENT. WHEN THE 
BANK WAS SOLD TO A LARGE 
TRUST CO.,EDGAR REMAINED 
WITH THEM AS HEAD OF A 
SECTION OF THE INVEST- 
MENT DEPARTMENT. 
SUBSEQUENTLY, HE WORKED FOR 
THE ROSENTHAL COMPANY, HIS 
FATHERS FIRM MANUFACTURING 
ARTGUM. IN 1937 HE 
BECAME INTRIGUED WITH A 
LITTLE DISPLAY FIRM KNOWN AS 
GRENEKER STUDIOS, AND TOOK OVER 
WE THOROUGHLY ENJOYS THIS 
FASCINATING BUSINESS; HAS 
BUILT UP THE COMPANY TO WHERE 
1T 1S ONE OF THE TOP RAMES IN 
2 THE FIELD. wIS HOBBIES ARE 
music, CHESS & ASTRONOMY. 
BOXED *S A YOUNG MAN, 

_ LATER TURNING TO TENNIS 
AND GOLF, BUT SAYS NOW WIS 
PRINCIPAL EXERCISE CONSISTS 
OF WALKING TO AND FROM 
THE WATER COOLER. 
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POPAI Protests 
Langer Bill 

The executive committee of the Point-of- 
Purchase Advertising Institute at an execu- 
tive session recently went on record as op- 
posing passage of Bill S. 3294, known as the 
Langer Bill. POPAI's executive director, 
Norton B. Jackson, appeared before the 
Senate Committee on Interstate and For- 
eign Commerce to register POPAI’s oppo- 
sition to the bill. The Langer Bill, identical 
to the Bryson Bill, H. R. 1227, on which hear- 
ings were held a few weeks ago, would 
prohibit transportation of advertisements in 
interstate commerce in all media for any 
distiller, brewer, or vintner. 

Passage of the bill would affect the use 
of window displays, dealer material, and 
consumer contact items, and lack of this 
promotion material would have a_ sharply 
adverse effect on alcoholic beverage industry 
sales and a resultant loss in tax revenues 
to the United States government, the com- 
mittee was told. It is POPAI’s contention 
that any product which can be manufactured 
and legally sold should not be burdened 
with unfair or discriminatory limits placed 
upon its advertising and sales promotion. 





New Company To Make 
Garment Racks 


I & S Products, Inc., Coldwater, Mich., 
is a new firm formed recently for the pur- 
pose of manufacturing metal garment racks 
for store use. Officers and founders of the 
company are Erich O. Schwengel, presi- 
dent, and William A. Laing, vice-president. 
Both are well known in the display fixture 
industry, having been active in the field for 
many years. L & S Products, Inc., is affili- 
ated with the General Mfg. Company, of 
Quincy, Mich., but the garment rack plant 
is located in Coldwater. 

Production on the firm’s first model, a 
double bar adjustable rack for showing gar- 
ments of all types, began June 1. The line 
is being expanded to include rigid single 
and double bar racks and costumers. A 
tree brochure is available giving informa- 
tion on the product and its variations. 


Catalogue Offered 
By Bulkley, Dunton 

A free catalogue of the firm’s line of 
fall and Christmas display and gift wrap 
papers is being offered by Bulkley, Dunton 
& Co., 9 Pennsylvania avenue, Corry, Pa.; 
requests should be made on company letter- 
head. 

Many new designs and colors are shown, 
as well as sketches for suggested display 
Three new colors are included in the 
“Bulkton” seamless paper line—dahlia, cop- 
per brown, and sky blue. 





uses. 





New York City Office 
For Carter & Galantin 


Carter & Galantin, producer of point-of- 
purchase displays and other sales tools, is 
opening a New York City sales office at 55 
West 13th street, Henry FE. Carter, presi- 
dent, announces. Edgar Bolduc, IJr., sales 
manager of the firm’s products division, will 
be in charge ot the new cfhce. He was 
formerly located at the Chicago headquar- 
ters. 
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PRESENTING 


pare” 


J 


 * Hotel 
a 
Uses 


Mitten s 


elters 


The big names in business and in retailing, organizations with nation-wide reputations, 
employ Mitten’s Letters to put character into their sign and display work. The Hotel 
Roosevelt, New York, is no exception. Lobby and dining room signs and messages such as 
the one shown attached to the glass doors of the Roosevelt Grille are made with Mitten’s 
Letters. In the retail field, at stores such as Bullock’s, Rich's, Robinson’s, Gump’s, Macy’s 
where outstanding displays are commonplace. you'll find Mitten’s Letters playing a featured 
role. Along Fifth Avenue—B. Altman, Franklin Simon, Russek’s, Broadstreet’s. Peck & Peck 
constantly use Mittens Display Letters. They use them with all kinds of displays, with 
every type of merchandise and in almost all store departments. Its with good reason that 
America’s better stores and business organizations use Mitten’s Letters. 

Mitten’s Letters are designed for flexibility. The 14 letter styles are designed to work 
together in countless combinations, serving two purposes at all times. First. to decorate 
through their modern, yet classic beauty of line and form. Second. to emphasize a sales 
message by their clear. readable simplicity. 

Mitten’s Letters are adaptable for use on a variety of backgrounds from shimmering satin 
to the roughest concrete, depending on the effect you wish to achieve. Their depth of relief 
gives beauty and readability to the message. and by using side, direct or background illumina- 
tion. dramatic effects are easily obtainable. Mitten’s Display Letters are less expensive than 
wood or plastic cut outs, are much more attractive and are ready for instant use. 


For complete information and prices, write for Broadside No. 27D 


Manufactured by 


Mitten's Display Letters, 2 West 46th St., New York City 19, or Redlands, Calif. 


GARRISON-WAGNER COMPANY 
ST. LOUIS 3, MO. 


2018 WASHINGTON AVE. 








DO YOUR —— 


FLOCKING— 


WITH SYNTHETIC SNOW THAT RIVALS NATURE 


66 99 
Snow Tlock 
THE MOST BRILLIANT FLOCK MADE! 
WHITE — COLORED — FLUORESCENT 


also— Sd hesive—"F.A.-10" 


MADE ESPECIALLY TO USE WITH SNOW-FLOCK 


FLOCKING EQUIPMENT? — WE HAVE IT! 
FLOCK SUPPLY CO. 


Schufy Phone: Wilmette 1192 


Write today! 
for free information 
and equipment list. 


Wilmette, Illinois 
P. O. Box 114 

















The Trend For Fall is TWEED N [) A N eC WwW S 
Bulkton Introduces “TWEED-WEAVE” By ESCHER BETTIS, 


A NEW 50 In. Wide Flooring and Background Paper President, National Display 


Association 
- a7 ~ - - a 
Two-Tone 4%” ® oxy 
fake =: a t1E National Display Association had 
? om - » ° 
TWEED-WEAVE * cee, . ge he gS a very pleasant meeting during Market 


Week in New York City in June. Prin- 





Another 56 x , | 
= on” neo tk . oy = 2° cipal speaker at the event was Dr. Ray Bird- 


NEW DESIGN epee - toe 5 _—~ whistell, of Louisville. To summarize his 
Ca oP om ~ 


= —<- ~~ talk, he said that display is more than 
@ LOOKS LIKE FABRIC “f tal Lx y t Soko Koal just selling cadens and went on that 
@ FEELS LIKE FABRIC i 4 < . om: display is the store — its place in a com- 
e Available in 5 Colors —s 8 x ~ +x ‘a... 4 munity, its contribution to or detraction 
® Gold @ Tan @ Green x: x o = from a city. 

tw - 


e Gre @ Copper ' aa ’ . 
PP He gave the display profession its first 


lecture, or address, or confidential chat on 
: ee a hos what goes on in our minds with reference 
ROLL SIZE LIST PRICE | ii ) - to our profession. He stated that we are 
| bet on sa a little ashamed of our work on retailing 

25 Ft.x 50 In. $2.95 | ee + Recsenliamaginamge We ol ncaa ge mage 
| vecause we are judging it by a ledger, and 
250 yards Price on Request. fae pe accepting the mirrored impressions of men 
iia 3 who deal only with facts and figures—that 
it would be impossible to judge in dollars 
and cents your impression of, or the good 
you receive, from your church service on 


Sunday, your country club, or the pride 
you have in your store as you walk by in 
the evening. 

Tape recordings have been made of Dr. 


Birdwhistell’s talk, and are available to 


DISPLAY ER you. You may procure one by writing the 


office of the NDA at the address given be- 
Completely heavy wire construction in either black or white low. 


finish. 














ETD-39—39" high overall, Base 18" sq. lo sum up, the NDA has taken its place 


Wa alongside the Visual Merchandising Group 


~ NAAN % - a . . . . 
A XT TR ¥S'Y, $18.50 of the National Retail Dry Goods Associa- 
‘ea, . . : ' , 
veers a ty WN ETD-76—76" high overall, Base 30" sq. tion, which represents store management 
(ie Mie | NHN and retailing i ner: h: aken i 
wa) Ae and retailing in general. It has taken its 
> ee, a a. $51 45 


6, 

eK place alongside the National Association of 
< AV f Q Display Industries, which is the manufac- 

Le $ # UENSELL DISPLAYS, INC. turers’ group. It offers to display people 
EM ed 71-23 AUSTIN ST. FOREST HILLS, N. Y. an opportunity to grow with one another 
into a body of professional men and women 
who are mature thinkers, and who are 


* * * * * - *- * - * = oo interested in communicating to all other 


people in retailing their pride in and their 

vl be bs D a A N G E RS > knowledge ot their great position in re- 
ailing. 
* tailing 


The following lists the dues for the 


* GET IN TOUCH WITH STEMPLER various memberships in the NDA. They 














A Manufacturing Source Since 1900 are for all members of display, and set 


up to give you the help you need when you 


we gy 17 7 need it. Why not exercise your privilege 
N RP ones that § aff! now, and send in your application for mem- 

© bership? Display managers and directors, 

WRITE FOR PRICES AND PARTICULARS $5: assistant display managers, $3; asso- 
P « 


ciates, $2; manufacturers and _ representa- 
tives, $5. Mail your application to the 


National Display Association, 711 Home- 
Cinty OW AC. stead boulevard, St. Matthews 7, Ky. 
od 
FOLK “ST., a Ue 


28 NOR NEW YORK 2, 





Cove Wood Products 
Adds Daniel Brown 


Western Mountain Products T & A Cc Y ee A be A D E Ss Daniel E. Brown, head of the advertising 


Sandblasted and Natural Manzanita, Grapewood, Builders for the Greatest Shows on Earth firm of that name, has become a partner 


Driftwood and Roots Freakwood displays of all Ringling Bros. Barnum & Bailey —._ Macy's in Cove Wood Products Corporation Free- 
types. Special materials supplied to your require- Thanksgiving Day Parade. ci a N VY. and all nee of ; f 
ments. Send for complete catalog. UNUSUAL FLOATS DESIGNED AND BUILT. pore, me aes i SG ee ee ee oe 


Nevada Ming Tree Company HEADS OF ALL DESCRIPTIONS. sales and merchandising. The firm manu- 
Disp. Dept., P. ©. Box 373, Reno, Nevada Some Rentals factures advertising frames and _ point-of- 
BOX 12 (Across the River) SECAUCUS, N. J. | purchase displays. 
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McGrath Now Representing 


Garrison-Wagner Re W 
The appointment of Marshall McGrath 

as West coast sales representative for 

Garrison-Wagner Company, St. Louis, has 


been announced by Tom Hughes, sales 


manager of the firm. McGrath, who is SHOW CARD AND POSTER MACHINE 
well known in coast display circles and UNG 

who formerly represented manufacturers Feat SPEED----SIMPLICITY 

of mannequins and display properties, will SS. , 

travel northern California, Oregon, and | 

Washington. He replaces Joe Juliano, who eece 


has been forced to retire because of ill 


~~ ~f ~ ene cesmm « ? ‘ fo . Ys) 
health. McGrath lives at 216 Market street, Used for over twenty years by leading national chains. 
San Francisco. 


MORE PROFIT Many have from 50 to 500 or more in use. 


Senkers Are Parents | a 
PR ee 
Of A Daughter TO YOU! |r matter Oo) zm || Parent 
Harold L. Senker, secretary-treasurer of bd | suiRTts ng Su | Wome Cony 
Display Marketers, Inc., Philadelphia, and Smet Sevid * |] Lounging Robe 
Z >» ’ ’ a8 ee CS a ~~ 
Mrs. Senker are the parents of a daughter The “SIGNPRESS” en- - 12% $1500 
born recently. She has been named Cyn- ables store managers to 
thia. do a better job of mer- 
Display Marketers also announces that chandising. It provides 
“y a* . ta 2) . ) ‘ y ’ > y ¢ re 1c. . . 
Eleanor Meyers Printz, formerly advertis e simple, convenient 
ing manager of A. Pomerantz & Co., and f al 
previously assistant in charge of promoting means or progucing 
the Bureau of Standards of Gimbels, of GOOD LOOKING Cards » =i 
the same city, is currently associated with | & Posters QUICKLY and - ‘4 i — 
‘ . : . peel Oe , 54% ; 
the promotion of the display firm. at SMALL COST ; CHENILLE a 















































Mid-West Territory MADE IN THREE SIZES . . . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


For Rosenstein 
Milton Rosenstein, who joined Arts and D i S - LA " & OQ U : RA E ang T C © 
© 


Flowers, New York City, a short time ago 
as a sales representative, is covering the BOX G-144 ADRIAN, MICH. 
mid-West territory, according to MHarry 
Menzin, head of the firm. It was previously 
reported that he was to handle the South 
and Southwest, where Sam Goins continues 
to serve the company as salesman. 








Kaplan Resigns Position 


At Rothschild's 

After seven years with the firm, Dan 
Kaplan has resigned as display director 
of Rothschild’s, Kansas Citv, Mo., in order 
to open a free-lance business under the 
title Dan Kaplan’s Display Service. His 
former assistant, Bill Meek, who has been 
with Rothschild’s for more than three years, 
succeeds him at the store. 





COMING UP! 
National Farm Safety Week July 25-31 
National Aviation Day August 19 


Labor Day... September 6 ‘ Ap AROUND 
National Tie Week September 11-20 IDEAL FOR ) with - 


SMALL USERS 
Home Fashion Time September 16-20 c limited Day or night, in trade shows, store windows, or 
Page S b or 6 umivec num- on the counter, AD-AROUND, the long lasting 
Constitution Day eptember 17 ber of outlets you point of purchase display unit, plus cur ‘ull 
National Sweater Week... September 20-25 will find Ad- color, sales appealing transparencies, puts 
" Around more action into your sales message to the consumer, 
Gold Star Mothers’ Day . ..September 26 economical to use right at the point where they buy. Resembles 
Restaurant Month October 1-31 ad ak ts ee ete, Ae ee ee 
; ; ' ' ' lectric motor revolves lamp 4 times per minute. 
Community Chest Drive October 1-31 mon yen — Your choice of beautiful stock transparencies or 
e runs 


. : transparencies made from your own Color Film 


National Newspaper Week... October 1-8 Sales Representa: ALSO, COMPLETE TRANSPARENCY & COLOR 
National Letter Writing Week. October 3-9 tives Wanted — PRINT SERVICE 
e . ; Select Territories aman an ana asanmasemanasaneam 
National Fire Prevention Week October 3-9 Open. Ad Color Photo Corp., 650 S. Arroyo Parkway 
National Employ the Physically Pasadena, Calif. OW; 
Handicapped Week ... .. October 3-9 qd d °¢O or Please rush prices and literature. 
National Pharmacy Week October 3-9 photo corp. 
National Wine Week October 9-16 
Columbus Day 1 Kg ace wk 0 ee 650 S. Arroyo Pky Address 


Pasadena, Calif. 








Name. 
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TO DISPLAY 
HOSIERY 
AND 


made from 
FAIRYLITE* 
PLASTIC, 
» ja product of 
e’ SHOE FORM 


co. INC. 
AUBURN, N. Y. 


*Reg. U.S. Pat. Off. 





WHITE MICA 


FIREPROOF .. . REALISTIC 
SPARKLES LIKE Real SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


JORDON & VAN DYKE STS. 
EAST RUTHERFORD, N.J. 


1525 CIRCLE AVE. 
FOREST PARK, ILL. 








DAVISON'S DISPLAY 


[Continued from page 25] 


partment has a staff of three displaymen, two 
assistants, a porter, and a maid. This statf is 
responsible for the maintenance and upkeep of 
24 windows in the Atlanta Fashion 
windows are usually done on a schedule of 
once weekly, and home furnishings displays 
are usually changed every ten days. 

The interior display department is headed 
by an interior display manager who 1s assisted 
by three displaymen and a porter. In addition 
to coordinating departmental or store-wide 
promotions according to plan, the interior 
department handles the requests of buyers 
and departmental managers as necessity and 
time permit. Although a_ routine schedule 
is set up for handling key spots throughout 
the store it has been found that it is difficult 
to maintain such a schedule due to opening 
deadlines of various store-wide promotions, as 
well as the old and familiar cry that there 1s 
never enough time or help to execute properly 
any display job. 

All interior work is handled through writ- 
ten requests to the display director’s office and 
specific jobs are assigned to individuals with 
an aptitude for the display to be installed. 

In the Atlanta store there are approximately 
95 selling departments and approximately 
300,000 square feet of selling space embracing 
floors, a basement and a mezzanine. Be- 
cause of the large area compared to the num- 
ber of personnel in the interior display de- 
partment, no records are kept in regard to the 
number of jobs which are accomplished. 

Personnel in the art studio consists of a 
hand-lettering artist, a painter, and an artist. 
In this department all window signs and case 
signs are made, as well as decorative cut- 
outs, figures, and other forms of artistic en- 
deavor which help to coordinate window and 


store. 


S1X 


interior displays. Many of the poster designs 
for store-wide promotions originate here, as 
well as surface paintings of panels and back- 
grounds for windows and_= display 
throughout the store. 

Personnel in the shop department consists 
of a foreman, a display carpenter, and helpers. 
Here display properties for special purposes 
are made, reconditioned, and revised. Also 
any displays of a mechanical nature are made 
up here. <All of the display call 
upon various other departments of the store 
for specialized work when conditions warrant. 
Extra help such as_ painters, carpenters, 
electricians, and porters may be had through 
a written request from the display director. 

Another section of the display operation 
is that of branch Kach one of the 
branches has its own display manager and 
statf, the number of which varies in relation 
to the volume of the store. Although the 
branch store display managers report directly 
to the store manager of their branch, they 
do receive suggestions, advice, and help from 
the display department of the Atlanta store. 

A property manager is maintained in At- 
lanta to aid the branch store display managers 
by routing used display fixtures and properties 
to the various branches for their use as 
needed. This procedure helps greatly to give 
the small stores in smaller towns a variety 
of displays which they could not normally 
afford to buy for themselves. These proper- 
ties are shipped to the branches by intra-store 
transit at no additional cost. It is economical 
in that it enables the main store to make full 
use of all properties. This plan also makes 
for good operating procedure at the display 
warehouse. 

Branch store managers are called into the 
main store for periodic luncheon meetings at 
which time promotional problems are dis- 
cussed, as well as individual branch store 


Cases 


sections 


stores. 








PICTURES 


For all decorative purposes, specializing in 
window display. Highly colorful. _Alll sizes. 


Send for information or samples to 


JOSEPH HOOVER & SONS CO. 
1270 Broadway, New York City 1 


old StLik€ vins 


* In 1/2 Ib. Flat Boxes 
* Steel Nickel-Plated 


(50 lb. Min.) yy: ¢ 


— # Lb- $17- $20-f24 
“es i aele ME lot ST Ee 











L SEND $1 for 1 1b. SAMPLE 








RIBBONS— WIRE ORNAMENTS—CREATIVE 
MERCHANDISE—CHRISTMAS ORNAMENTS 
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—DECORATIONS FOR DISPLAY DESIGNS : —In Beverly Hills, Calif., famous furrier Teitelbaum has managed a small display feat that rates 
We ship anywhere — Ask us, we have it! a prize for efficiency. He uses soft, fabric "Vertical Blinds’ as both window covering and display 
FLORIST SUPPLIES. INC. decorations. Released louvers form a drape effect to set off the mannequins; attached properly, 


to allow full pri -—— 
811 UNION STREET SEATTLE 1. WASH. they can be closed to allow full privacy 
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problems. When there are simultaneous pro- 
motions in all the stores of the Davison- 
Paxon organization, promotional plans are 
made and executed by the Atlanta store and 
properties, signs, and posters are made up 
and sent to the branches from the Atlanta 
store. Branch store managers are also free 
to inspect the display warehouse at any time 
and may select properties for their own store 
use to suit their individual needs. 

Although the branch store display problem 
is managed with relatively little control from 
the Atlanta office it has proved a satisfactory 
manner of handling a branch store operation. 
lt gives the individual display manager a 
latitude of personal choice which not only 
proves stimulating to him and his staff but 
enables him closely to coordinate his displays 
with the local problems of the community 
in which he works. 

It is thought by management that this gen- 
eral type of display operation has proved satis- 
factory and economical. It serves well a large 
store in a large city with smaller branches in 
smaller cities. 





Device Gives Voice 
To Displays 

Mohawk Business Machines Corporation, 
944 Halsey street, Brooklyn 33, has intro- 
duced the “Message Repeater Junior,” a 
device 8 inches in length which can _ be 
built imto displays, mannequins, dioramas, 
and exhibit booths. It uses an external 5- 
inch speaker and delivers prepared mes- 
sages from a magnetic tape cartridge. It 
can be set to run continuously or can be 
activated by foot mats, electric eyes, push 
buttons, and the like. It is easily synchro- 
nized with lighting, slides, motors, or any 
type of animated display. 

Messages are recorded on an endless coil 
of tape within a cartridge the size of a 
cigarette pack; cartridges are interchange- 
able, allowing the use of any desired num- 
ber of messages. Each message can be 
up to two minutes duration, or for any 
shorter length of time. 


Court Decision 
Favors MiroFlector 

A decision of the New York State Su- 
preme Court has been rendered in tavor of 
the MiroFlector Company, Inc., Brooklyn, 
manufacturer of commercial lighting fix- 
tures and originator of the patented “Miro- 
flector” reflector much used in display. The 
decision places a permanent’ injunction 
against Marvin Kline and Martin Kent, 
trading as Allied Electronics Company, with 
reference to manufacturing, selling, or dis- 
tributing, directly or indirectly, reflectors 
similar or imitative in shape, design and 
function to those embodied in U. S. Patent 
2,629 046. 

According to Milton Liberman, president 
of Miroflector and owner of the patent, 
this is the first of several actions contem- 
plated. 


Death Clatens 
Robert Quick 


Robert Quick, who was connected with 
Reflector-Hardware Corporation, Chicago, 
for some years in a merchandising and 
sales promotion capacity, died in that city 
recently at the age of 38. The widow anda 
son survive. 
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ANOTHER HIT BY 
FERRO-CRAFT 


An ornamental blouse tree in satin black 
finish that will hold five blouse forms. 
T-tops can be removed and wire heads 
used instead of the blouse forms. This 
unit is 60" in height. 


WBT 60........each, $19.95 
WH 20 Millinery Heads to fit... 


$1.60 each 


FERRO-CRAFT 


MORGANFIELD, KENTUCKY 














Style 101 


AT ONLY 


$6°° 


EACH 


Glamorize your manne- 
quins, both old and 
new, with MAN-KIN . ~ 
Wigs. Always fresh Style 4S 


and neat, these long lasting wigs will not dishevel or deteriorate. MAN-KIN 
Wigs are available in popular styles and colors. Blonde—Auburn—Black. 


ORDERS SENT ON 10 DAY APPROVAL 


ALL PURPOSE PRODUCTS CO. 


354 W. 44th STREET 
Canadien distributor: WM. PRAGER, LTD., 391 Adelaide St. W., Toronto 28, Ontario 


JU. 2-3126 NEW YORK CITY 36 








“ 


.... de galan co.| 





Our beautiful new 


BLONDE PEG-0-PANEL 


y! a 96" sheet, 
.O.B. etroit, 00 
Now ¢ 40 packing charge on 
0 { than 10 sheets. 

n y thickness, 3/16"' holes on 

I" centers. 

Blonde Peg-O-Panel needs no finishing 
or can be refinished with only one-coat 
or may be dyed. 
Send for our illustrated brochure of over 
oy mee ag 150 different Peg-O-Panel display fixtures. 


it 7, michigan aman SAMPLES ON REQUEST — WRITE 
eo: : FOR JOBBERS DISCOUNT. 

















Top Quality Mannequins 
.. he Country s Best Buy 


JOBBERS find that Manhattan Motion 
Manikins sell themselves and rightly so. All 
possess newly sculptured features, graceful 
positions and the latest style PUGDIN quality 
wigs, plus finest workmanship, absolute uniformity 
and unusual strength and durability. They 
are the biggest value in the volume sales field. 
Complete line of men’s, women’s and 
children’s models at reasonable prices. Will win 
approval by comparison. 


Manhattan Motion Manikin Manufacturers 


Have never been connected with any other mannequin manufacturr of similar name 


factory and showroom: 


4 WEST 16TH STREET @ NEW YORK 11 @ N. Y. CHELSEA 3-4705 











BATTERY-OPERATEL 
3 GERTV MOTION DEVICES 
for UNLIMITED ANIMATION! 


. REQUIRES NO ELECTRICITY—Run day and 
night continuously for 5 to 8 weeks on 2 
ordinary 10¢ flashlight batteries! Carry up to 

7 Ib. lood,’5 R.P.M. 
“SEELA“ (ceiling turner) 
dia. 54“ Can be hooked 
easily to ceiling. Sample 


unit: $8 75 P.P. 


“TURNETTE” / ee 4 ~ . . | 
(turntable) 2 
dia. 74" sac 


Somple unit: ii | The brick wall, floor and coping stone are 
38 75 P.P. = ss. | TEXTURE-FLEX, the new rubber-like flexible be Ae 
. - | which has been so widely acclaimed by the display 
“TURNAM” (motor) | field. These are but three of the many unbreakable, 
Versatile! ideal for ‘use easily storable TEXTURE-FLEX reproductions. 
on most any type of | FREE BROCHURE 
animation. Sample unit: 


$3.40 ?.P. 


Newest of All! Amazing! 
BATTERY — MOVED Pre- 


MENTS. Run 500 to 800 ee 
A deveen 2 ordinary 006 Geil» Authentic Reproductions of Natural 


light betteries! Semple Textures — with Startling Fidelity 
incl. hands | | Manufactured by TEXTURE-FLEX Division 


and batteries: = 75" | Chester Rakeman Scenic Studios, Inc. 


625 W. 43rd St., New York 36, N. Y. 
BRyant 9-8869 








~ New Turntable Rental | Plan! | 
Inquire about our new plan for AUTOMATIC WOOD TURNINGS 


renting battery-moved  turn- | All Types of Finishing 
tables and motors. Special Dowels and Balls in Stock 


price deals to big users! Write 
giving requirements to HERTVY H. ARNOLD WOOD TURNING CO. 

















| 363 Union Avenue, Brooklyn 11, N. Y. 
ee INC. STagg 2-5693 : 











NADI News 


By JOHN F. BOWMAN 
Managing Director, 
National Association of Display Industries 


Concensus of members exhibiting at 

the Hotel New Yorker and members 
maintaining showroom exhibits during the 
Market Week period was fair to good for 
business and excellent for traffic from actual 
buyers. Fewer assistants were registered 
but more stores showed on both the Na- 
tional Association of Display Industries 
registration lists and the individual records 
ot exhibiting members. Reasons for this 
factor are many and diverse —chief among 
them seemed to be reduced travel budgets, 
more interest in having someone at the 
Market Week from more stores, the traffic 
pull exerted by the combined National 
Retail Dry Goods Association-NADI clinic 
on June 18, increase in Christmas promo- 
tional money at the expense of late spring, 
summer, and fall, desire of some buyers to 
supplement last year’s units and to get 
refinishing contracts, better attendance by 
smaller stores, and stiffer requirements by 
exhibitors on  hold-for-confirmation com- 
mitments. 

As store policy the hold-for-confirmation 
is with us to stay—not only in the display 
held but in almost every area of retailer 
buying. Where it is obviously a device to 
do some more shopping it should be dis- 
couraged and the general picture indicates 
that HFC orders result in inflated figures 
trom sellers and confusion on the part of 
buyers. 

In those cases where a potential customer 
has a genuine desire to purchase an article 
but wants to continue an inspection of other 
lines there should be a firm commitment on 
when the HFC can be cleared so that 
multiple production problems can be elimi- 
nated. 

As indicated last May in these remarks, 
the predominant factor of the June Market 
Week was the purchasing of Christmas 
items. The reports show that, after Christ- 
mas items were placed, there was real 
activity in orders for the fall season. There 
is still a lot of fall business to be secured 
in July and August for those firms who 
can take the orders. 

Clinics: Both pictorial and editorial re- 
ports on the NRDGA-NADI Display Clinic 
are carried elsewhere in this issue. Con- 
tinuation of this event in connection with 
the fall and Christmas Market Week spon- 
sored by the NADI has been assured. In 
a conference between representatives of the 
NRDGA and the NADI on June 25, this 
was established and the next event is sched- 
uled for Chicago on June 24, 1955. Attend- 
this conference were Irving Eldredge and 
Howard Abrahams of the NRDGA Visual 
Merchandising Group and I. T. Vierheller 
and the writer, of the NADI. 

In addition to this event the NADI will 
continue to present clinics for smaller 
store retailers throughout the country during 
the next year. Approval of the program 
was voted by the board of directors and 
the general membership at their meetings 
last month. Presently scheduled for the 


co on June, 1954 Market Week: 
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coming months are clinics in Michigan, 
Ohio, New York, North Carolina, Tennessee, 
Florida, California, and Montana. 

Meetings and Elections: The board of 
directors of the NADI met on June 16 at 
the Hotel New Yorker. The general mem- 
bership met the following day. Results of 
the elections held in conjunction with the 
latter meeting are given below. As a special 
mention the entire association welcomes as 
members of the board of directors for the 
first time C. G. Woelky of Bulkley, Dunton 
& Co., Inc., and Dave Sloan of Capital 
Merchandising Company. Others elected are 
previous members or officers who have 
served the association well. 

New Members: The NADI is always 
ready to welcome firms who believe they 
can contribute to the success of the asso- 
ciation and benefit themselves through mem- 
bership. During the past year more than 
30° inquiries regarding membership were 
received and processed. In addition, eight 
inquiries regarding reinstatement of former 
members were handled. From the above 
the following firms are on the NADI roster 
today with status indicated: 

Grace Letters Company, New York City, 
new member: Gordon Keith Originals, Co- 
lumbus, reinstated; True Displays, New 
York City, new member; James A. Cole 
Company, New York City, reinstated; Deco- 
rative Creation & Art Flower Company, 
Inc., New York City, new member; Gold- 
smith & Sons, New York City, new mem- 
ber; Frank M. Sayford Company, Brooklyn, 
new member; City Display, Inc., Long 
Island City, new member; Resident Display, 
Inc., New York City, new member; Frankel 
Display Fixture Company, New York City, 
reinstated: Constant & Thor, Inc., New 
York City, new member; Majestic Crea- 
tions, Inc., Long Island City, reinstated. 

Officers and board of directors for 1954- 
1955 are as follows: 

I. T. Vierheller, president, Garrison- 
Wagner Company, St. Louis; Charles R. 
Waldman, first vice-president, Standard 
Fixture Company, Inc., Dallas; Fritz Olt- 
mann, second vice-president, Oltmann’s, 
Omaha; Sylvan Freund, secretary, Deco- 
rative Plant Corporation, New York City; 
Richard J. Adler, treasurer, Adler-Jones 
Company, Chicago: Albert Bliss, director, 
Bliss Display Corporation, Long Island 
City; Lawrence J. Charrot, director, The 
L. J. Charrot Company, Inc., New York 
City; Earl W. Gasthoff, director, Earl W. 
Gasthoff Company, Danville, Ill.; Alvin M. 
Mendle, director, Korrect-Way Products, 
Division of American Fixture & Mfg. Com- 
pany, St. Louis; George G. Silvestri, chair- 
man of the board, Silvestri Art Mfg. Com- 
pany, Inc., Chicago; David Sloan, director, 
Capital Merchandising Company, Brooklyn; 
Trowbridge H. Stanley, director, L. A. 
Darling Company, Bronson, Mich.; W. L. 
Stensgaard, director, W. L. Stensgaard & 
Associates, Inc., Chicago, and C. G. Woelky, 
director, Bulkley, Dunton & Company, Inc., 
Corry, Pa. 


Joseph Ade Wins 
Local Contest 

First prize in the local display contest for 
“Clean-Up, Paint-Up and Fix-Up” week 
has been presented to Joseph Ade, Stern & 
Co., PhnHadelphia. 
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TRIANGLE LEGS 


No. 1409 — solid oak, natural 
wood finish. Two strong clip 
springs in siot makes them 
easily affixed to perforated 
board, glass, plywood, etc 
They will hold a _ heavily 
weighted board (up to 6 ft. 
high) in a_ rigid, upright 
position. 
8'' high x 
10'' wide— 
$9.75 
per pair 
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113 W. 27 ST., N.Y.C. 
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HAS IT! 





FLAIR has the LIGHTEST Fibreglas Cloth Plastic Manikin in America! 
SUPERB STYLING! — Used in the FINER Stores Like 
LORD & TAYLOR, MARSHALL FIELDS, FOLEY'S, WANAMAKERS, ETC.! 








NEW YORK CITY 





COLLEGE PLAQUES MINIATURE PENNANTS ATLASPHERES SLATE BLACKBOARDS 


Authentic insignia printed Printed on felt 344” x 8”. Full round inflatable plas- 


in correct colors on 1” Bundle of 25 assorted tic globe of 


masonite 12” x 13”. All $4.95. Printed on paper Authentically printed in hardwood 
colleges. with gummed back. Bun- full color. 13” 





Double faced genuine slates 
the world. 10” x 14” with 1” natural 
frames. Takes 
diameter. chalk or showcard colors. 





$2.25 ea.: $24.00 dz. dle of 100 asst. $3.50. $12.60 dz. $5.50 dz. 


DUPLEX DISPLAY & MFG. CO., 916 ARCH ST., PHILADELPHIA 7, PA. 
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KO FLASHERS 
R Since 1900 


Force Attention, Increase Advertising Value 
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The HIT of the Recent 
NADI 
DISPLAY SHOW! 
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Newly Styled, Sensational 


GARMENT RACK 


Never before shown! Made of I'/2"' 
tubing, finished in Satin Black and 
Satin Brass. Elegant for department 
floor use as costumers or garment 
racks Also for window displays. 


Available in 2 Sizes: 


LEV-48—48"' high, brass cross- 
bar 30°’ wid 


Price Each 


LEV-64—44"' high, brass cross- 
bar 30'' wide 


Price Each $24.50 


, :, 
See your jobber or write 


The HARRY C. COHEN CO. 


5219 Centre Ave., Pittsburgh 32, Pa. 





KEEP YOUR '@@ S 


ON NOEL 


FOR THE LATEST 


\ LIGHTING 


Watch for a 
great development in Display 
Lighting brought to you by 
the Leader in the field. 


4 NOEL 4 


MANUFACTURING COMPANY 

25 EAST 4th ST., N. Y. 12, N. Y. 
Famous for the Patented Noe! Blinker-Lite 
WRITE FOR CATALOG OF OUR COMPLETE LINE 
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| the St. Louis Display Guild. 
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JULY, 1929 

Dallas M. Schultz, who had been with 
Hill Brothers, Fond du Lac, Wis., resigned 
and moved to Chicago. 

Walter J. Randolph, formerly display 
manager tor Brothers, Hollywood, 
joined Silverwood’s, Los Angeles, in a simt- 
lar capacity. His associates in the depart- 
ment were W. B. Parkin, Robert Derr, and 
F. B. Hayden. 

W. D. King became head of display tor 
Phil A. Halle Company, Memphis. 

M. F. Long, interior and 
counter displays for Montgomery Ward & 
Co., Chicago, joined Scott Stores, variety 
store subsidiary of Butler Brothers, as dis- 
play director for the chain. 

Otis S. Malcolm resigned 
vears as display manager tor 
Alhambra, Calif., to take a similar position 
with Chapman & Wickett Company, Fuller- 
ton, Calit. 

George V. French, of the display and 
equipment division of Montgomery Ward & 
Co., Chicago, sailed on the Leviathan for 
Europe to attend the International Adver- 
tising Conference in Berlin 

An International Display 


, 
Ror S 


in charge of 


seven 


atter 


(Congress Was 


| : , ‘ ie 
| planned for September in Vienna. 


Louis Palmieri joined the display staff of 
R. H. White Company, Boston. He _ had 
with the Gilchrist Company, of the 
same city. 

Marshall Moody resigned as display man- 
ager of Fakes & Co., Fort Worth, to join 
the display staff of Monnig Dry Goods 
Company, also of Fort Worth. 
Tattenall was appointed 
manager ot Rollman’s, Cincinnati. 


(,eorge display 


JULY, 1944 

The Treasury-approved national display 
contest sponsored by the National Associa- 
tion of Display Industries and DISPLAY 
WORLD came to an end. Top prize, $500, 
in the large cities group went to Alton J. 
Bernhard, Joseph Magnin Company, San 
Francisco. R. J. Patterson, Weiss & Gold- 
ring, Alexandria, La., won a similar award 
in the smaller cities classification. Other 
major winners were Homer Kephart, Thal- 
himers, Richmond; George H. Wagner, 
Brandeis & Sons Company, Omaha; Richard 
B. Gump, Gump's, Sar Francisco; Maurice 
(,ood, S. W. Rose & Son, Greensburg, Pa.; 
M. R. Norton, Wisconsin Power & Light 
Company, Fond du Lac, and John T. 
Mackey, L. W. Robinson Company, Battle 
(reek, Mich. 

A $200 War Bond was awarded C. M. 
Englert, McFarlin Clothing Company, 
Rochester, N. Y., in a national contest 
sponsored by the Tie Fabrics Association. 

©. D. Grimes replaced Kenneth Duncan, 
resigned, as display manager of the Palais 
Royal, Washington. 

S. J. Durham was president of 
He was with 
Kly & Walker Dry Goods Company. 

Following his resignation as display man- 
ager of Blauner’s, Philadelphia, Edward S. 


elected 








Krystall’s, | 


DECORATIVE COMPANY 
114 East 32nd Street, New York, N. Y. 
Murray Hif 4-3376 











RUSTIC & 


WESTERN DISPLAYS 
BIRCH 


Poles — Branches 


CEDAR 


Poles — Slabs — Bark 


Rustic Furniture Co., Inc. 
"“PARKCRAFT" 
Phone WI 9-6479 Williamstown, N. J. 











AUTUMN 


Back-To-School, Wood Fiakes (Fall 
Fences, Wheat, Cedar Poles, 


Oak Leaves, 
Shades), Rustic 
Pennants etc. 


NATIONAL DISPLAY MATERIALS 
Div. of National Sawdust Co., Inc 


65 N. 6th STREET BROOKLYN 11, N. Y. 
Have your Jobber show you our 1953-54 catalog. 














USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 


eo 
$4.00 Per Column Inch— CASH WITH ORDER 
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Arkow opened his own display firm in that 
City. 

Milton Larson returned to American Fix- 
ture & Mfg. Company, St. Louis, as chief 
product designer, as well as advertising and 
sales promotion supervision. For the past 
several years he had been with L. A. Darling 
Company, Bronson, Mich. 

W. L. Wardrip was named display di- 
rector ot Kaufmann Department. Stores, 
Pittsburgh, after receiving his honorable 
discharge from the U. S. Marine Corps. 
Prior to the war he was display director 
tor I. Miller Shoe Company, New York 
City. 

Clinton B. Clark resigned his position in 
charge of the display division of Old King 
Cole, Ine., Canton, Ohio, and joined W. L. 
Stensgaard & Associates, Chicago, as an 
account executive. 

Lester Clark, who had resigned from L. 
L.. Berger, Inc., Buffalo, joined The Lindner 
Cov, Cleveland. 

Formerly with the display staff of Bonwit 
Teller, New York City, Georgina Whyte 
was with the American Red Cross in Italy. 

Wes Ten Eyck, display director of Don- 
aldson’s, Minneapolis, won first prize of 
$400 in the department and specialty stores 
division of a contest promoted by Shulton, 
Inc. 

Al Cook and Ernie Meier formed a new 
display firm under the name of Cook & 
Meier, Chicago. both men had been 
associated with Adler-Jones Company, of 
the same city, for several years. 

Stanley Ek. Thompson resigned as display 
head for Sibley, Lindsay & Curr, Rochester, 
N. Y., to take over display at The May 
(Company, Los Angeles. 





Wrought Iron, Plastic 
Combine In New Units 

An unusual combination of wrought iron 
and plastic has been placed on the market 
by Red Wing Products, New Hyde Park, 
N. Y. Black wrought iron racks hold either 
12 or 18 plastic boxes, depending on the 
size of the box, and can be lined up as 
showcases, used as wall units, or backed up 
as traffic islands. The outside dimensions 
of the racks are identical, whether for the 
large or small boxes, so that they can be 
used equally well as units or in combina- 
tions. Each box slides on its own track, 
and built-in stoppers prevent it from. slid- 
ing through. The firm will send descriptive 
literature on request. 





New Display Unit 
Is Introduced 

“The Perch” is the name of a new func- 
tional display unit placed on the market 
by James H. Jacobson, 219 West Seventh 
street, Los Angeles 14. When in use with 
a Christmas tree, it provides platforms for 
merchandise display at regular intervals 
for the height of the tree: each shelf will 
support up to 20 pounds weight. The unit 
is available in nine sizes, plus a top shelf, 
and can be used on trees up to 10 feet 
fullness. All metal is finished in black 
oxide, or can be had unpainted or in a 
choice otf white or foliage green. A cata- 
logue showing numerous uses of “The 
Perch” will be sent free by the manufacturer 
on request. 
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YOU SHOULD KNOW THESE 


ORBITAL SANDER 


i at or curved sur- 
a weep r horizontal ‘oo 
a tight spots right to eget 
b Its or gears. Reliable, dura — 

‘ wood, metal, plastics, P - 
en etc. Largest sanding p@ 


any hand sander. 


? ee eS 6 ea 


pe a aang ‘ 
Sold and Serviced in Principal; tag et a nF mee 


Cities Throughout U.S.A. !' New York 12, N. Y 


VICTOR J. KRIEG, Inc. Gentlemen: 


' Please send full details on LESTO 
Dept. M, 611 Broadway ' Hand Saw and GUSTO Sander. 
\ Name . 
New York 12, N. Y. + Company 


GRamercy 7-5757 ' Address . | siiahasiiiitbbibiaiatar titanate 
i Ci 
, City SS 
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The Finest. . 


can be yours from General Display 
Corporation. See for yourselves the 
value packed Christmas line which | | 
our salesmen are now showing. | a he 


per doz. 
AND. we will soon be in our new 


building where we have the space > ae THE NADI SHOW 


and equipment necessary to serve aie 
most exciting 

you even better than in the past. ye STARBURSTS... 
Watch for this important announce- “ smash hit at 
Gimbels, New York. 
ment. CHRISTMAS, 1953. 


(aN Artificial] | sparkle fresh — 


pink with silver — 


ataye) Flowers and || heavily sequinned. 
DISPLAY ; | ae 
meee, 6Set Pieces : ; : 
sizes 12) to 36 span. 
Are Better . . . by design, 


workmanship and artistic packing. | * production special 
| reduced for volume. 


General Display Corp. Order now for prompt delivery 
140 WEST FOURTH STREET 


CINCINNATI 2, OHIO CONSTANT & THOR, Inc. 


124 Chambers Street, New York 7 




















CHANGE 


part of that month. 


the month of issue. 


OCTOBER ISSUE 


DISPLAY 





PUBLICATION DATE 


To conform with accepted publication practice and because 
of continuing requests from both readers and advertisers, 
we find it desirable to change the publishing date of 
DISPLAY WORLD from current dating to predating. 


At the present time DISPLAY WORLD is published on the 
fifteenth of the dated month. This means that the subscriber 
does not receive his copy for a given month until the latter 


Under the new plan DISPLAY WORLD will be published 
on the twentieth of the month preceding the dated month, 
so that the subscriber will receive each issue just prior to 


This will permit better timing for both editorial content and 
advertising announcements by the display industry. 


To put this new plan into effect the July and August issues 
have been combined and issued on July 15. Subsequently 
each issue will be published on the twentieth of the month 
preceding its date as follows: 


SEPTEMBER ISSUE . . OUT AUGUST 20 
. . OUT SEPTEMBER 20 
NOVEMBER ISSUE . . OUT OCTOBER 20 
DECEMBER ISSUE .. OUT NOVEMBER 20 


To accommodate this change all current subscriptions will 
be advanced one month, so that the same number of copies 
as originally paid for will be received by each subscriber. 
We believe this change will meet with your approval, as it 
enables us to give you a better-timed service. 


CINCINNATI 1, 


IN 


WORLD 


OHIO 











In an article captioned “Bliss in Expan- 
sion Move,” appearing in the March issue 
of DISPLAY WORLD, it was stated: “As 
a result of studies involving over 50,000 
students and consumers, Bliss discovered 
that among all design elements, texture 
stopped more moving traffic than any other.” 

I was quite impressed by this finding, but 
I am curious to know what Bliss considers 


80 


to be design elements. Does he consider a 
design element that which applies only to a 
layout sketch or an overall plan of pur- 
pose? Into which category would he place 
motion, commonly believed to be the num- 
ber one stopper — and color, another big 
eye-catcher ? 

If Bliss and DISPLAY WORLD would 
offer further enlightenment on this subject 
I am sure it would be of interest not only 
to me but to a large percentage of DIS- 
PLAY WORLD readers.—Roger A. Wolcott, 
extension specialist in visual aids, Univer- 
sity of Massachusetts, Amherst, Mass. 

(The reply of Albert Bliss, president, 
Bliss Display Corporation, Long Island 
City, N. Y., is as follows.—Ed.) 


I am considering the classic design ele- 


ment point of view which includes the 
following: line, value, color, texture, and 
intensity. This point of view is expressed 
most clearly by Mr. Maitland Graves in 
his book “The Art of Color and Design” 
published by McGraw-Hill, second edition 
1951 (first edition 1941). 

When we made our studies at New 
York university we constructed counter 
units consisting as nearly as possible of 
each one of these many elements, with the 
exception of “intensity.” We eliminated 
the element of “intensity” because some 
studies previously conducted by Professor 
Herman Brandt of Drake university indi- 
cated that the untrained eye does not react 
positively to changes in intensity. 

We clocked a total of 50,000 shoppers 
in Loeser’s, Brooklyn. We observed and 
recorded their ocular behavior when pass- 
ing by these test counter displays and 
came up with the information that of all 
the five elements, “texture” contrast 
stopped more traffic than any of the others. 

In answer to your question, “Into which 
category would he place motion ... and 
color ...” we did not include motion as 
a design element of composition for the 
purpose of these studies. However, you 
do bring up an interesting point — which 
would be that while the graphic two-di- 
mensional arts consider the six classic 
elements, three-dimensional composition 
could and maybe should include the ele- 
ment of motion. 

We were most interested to discover 
that texture contrast stopped more people 
than color contrast. However, color con- 
trast came out second, and value contrast 
came out third. Form contrast, strangely 
enough, had the least stopping power, 
with line coming in next. 

We conducted another study concerning 
motion in Macy’s windows in New York 
City and discovered from this one _ brief 
study (this is not conclusive by any 
means) that motion appeared to stop more 
men than women. 





Will you please cancel our ad which you 
ran in May for the sale of used Silvestri 
mechanical Christmas units. All these 
units were sold shortly after your May 
issue was received by the different store 
display directors—G. H. Malloy, Neiman- 
Marcus, Dallas. 





I am in the United States Air Force. 
Right now I am changing bases. I enjoy 
vour book so well that I have been getting 
it for four years. I don’t want to forget 
my business while I’m in service. [I am a 
displayman in New York City, and wish to 
continue to get it as long as I am in dis- 
play. I have found many useful hints in 
your magazine that help me out in my 
job—John J. Kreyling. 





Please cancel our ad that was inserted 
on the Opportunity Exchange page. The re- 
sults from same were amazing and very 
successful.—McQuade’s, Manchester, N. H. 





Received our first copy of DISPLAY 
WORLD and was more than pleased with 
it. It has barrels of ideas and information. 
Success to you.—Cliff Goodyear, Goodyear 
Advertising, Cornerbrook, Newfoundland. 


DISPLAY WORLD 
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I can’t possibly tell you how proud and 
pleased I was to have received three awards 
(one gold, one silver, and one bronze medal) 
in DISPLAY WORLD’s International Dis- 
play Contest. I write this belated thanks 
because I wanted to enclose a photograph 
of a display installed after receiving the 
medals. I hope you find it a compliment to 
your magazine. (The display showed the 
medals, gave details of the contest, and had 
a large globe surmounted by copies of 
DISPLAY WORLD as the chief prop.—Ed.) 

As you probably knew, John Sexton & Co. 
are manufacturing wholesale grocers sup- 
plying hotels, restaurants, and institutions. 
Only selected retail grocers in each trading 
area designated by this company feature Sex- 
ton products, the primary reason being that 
Sexton foods are of such quality that they 
are priced above what the housewife is ac- 
customed to paying. Despite the fact that 
the average consumer is not familiar with 
the Sexton name and very seldom sees our 
red label on grocery shelves, this company 
has supported four display windows for the 
past 25 years. 

We are located a block north of the 
Merchandise Mart, and no retail trade is 
carried on here at our building. Persons 
entering or passing our building are gen- 
erally business and professional men. As a 
result, I have very little opportunity to re- 
ceive reactions from people viewing our 
displays. Therefore, receiving the DISPLAY 
WORLD awards brings me great satisfac- 
tion and I consider them a great honor. 
I am deeply thankful to DISPLAY WORLD. 
May your 1954 contest be even more suc- 
cessful than last year’s—James Walsh, John 
Sexton & Co., Chicago. 





We here at Jackson’s have enjoyed DIS- 
PLAY WORLD for many years, but until 
now have just never found time to write and 
express our satisfaction nor have we found 
the opportunity to participate in the Inter- 
national Display Contest. But at long last 

we extend our warmest wishes, and I 
am enclosing several photographs of various 
window and interior displays. I hope that 
now the ice is broken we shall be sending 
many more photographs your way and our 
very best wishes for continued success of a 
very fine magazine.—Allan L. Schwartz, 
Jackson Furniture Company, Oakland, Calif. 
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Story Of The Nativity 
Through A Child's Eye 


An original interpretation of the = story 
of the Nativity for Christmas display has 
been announced by Schack’s, Inc., 2516 West 
Armitage avenue, Chicago 47. The new 
treatment of the ancient theme is a sensi- 
tive, appealing visualization of the story 
as it might be seen through the eyes of a 
child at Christmas time. 

Presented as a four complete 
scenes, the characters in the story are all 
of full-round, hand-finished papier mache 
construction. Each scene is a part of the 
traditional story, carrying the theme from 
the sighting of the star through the journey 
of the Magi to the manger. Each of the 
characters in the drama is depicted as a 
child, appealing to adults and _ children 
alike. The biblical sequence is dramatized 
in an extremely engaging but dignified 
manner. 

While the complete series of four scenes 
may be had, each of the individual scenes 
is offered independently if desired, and 
separate figures are also available indivi- 
dually. A brochure illustrating the series 
will be sent free on request to the company. 


series of 





Canadian Firms 
In Merger 

Carmen De Turse, Ltd. well known 
Canadian display firm, and Clatworthy & 
Son, Ltd., have merged; the latter company 
has been serving the Canadiar display field 
since 1896. Operating under the Clatworthy 
title, the company has entered into a large 
expansion program. S. G. Hopkins, who 
has been in display 30 years, has been ap- 
pointed general sales manager and is ar- 
ranging sales representation from coast to 
coast. Robert Thomay has been named 
plant superintendent, and a new wood-work- 
ing department has been added. Point-ot- 
sale displays will be an added feature in 
this department. 

The firm has just opened a new showroom 
at 422 Adelaide street, West, in Toronto. 





Correspondence Course 
Offered In Display 

A new correspondence course in display is 
now being offered by Pan-America Art 
School, 321 West 56th street, New York 
City 19. 














PUGDIN 
Quality Wigs 


MAKE MANNEQUINS 
DO A BETTER JOB 


When your mannequins or millinery heads 
are equipped with Pudgin wigs you can 
be sure you have the best wigs that high- 
ly skilled craftsmen can produce. Made of 
finest materials for long life and endur- 
ing beauty. Latest coiffures and fashion 
styling. Insist on Pugdin quality wigs 
from your display jobber or mannequin 
refinisher. Also custom-made wigs to 
order. 


THE PUGDIN COMPANY 


4 West 16th Street, New York City 11 
CHelsea 3-4705 











HERNARD's Style of the Month: SCRIPT 
One of 23 new styles of 3-D Display Letters. Sizes from 
¥%,"" to 6" stocked for immediate shipment. Also letters, 
trademarks, logos to specifications. 
FREE — samples and catalog. 
HERNARD MANUFACTURING CO., INC. 
923D Old Nepperhan Avenue Yonkers, N. Y. 
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SANTA Dressed in bright red velvet. 
Adjustable to any position. 
Trimmed with white fur cloth. 14" tall, $9.50 ea. 
With "'tailored"’ cotton trim, $7.75 ea. Lovely in 
jewel colors and pastels. Any size to order. Val- 
entine, Easter, Spring & Ballet items. Jobbers invited. 








R. O'Hara & Co. BALVESTON, TEXAS 











Yucca Poles, Cholla, Red & Black 

Manzanita, Sandblasted Manzanita & 

Grape Stumps, Selected Driftwood 
We Procure Our Own Materials 


Russel Morris of California 
990 S. Live Oak Fontana, Calif. 
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Rate: $4.00 per column inch. Forms close 5th of month. 


cnaka Waite a alan Cami 








FOR SALE 


Mechanical Two-Train 
Christmas Display 
f ft. x 18 ft. with villages, sta- 
tions, signals, etc. 


Cost $1,000, sell for $500 


Mechanical Santa, Sleigh 
and Reindeer Display 
Six papier mache reindeer 


(full round), two leading rein- 


deer are half outside window 


glass. Made by David Ham- 
berger 


Cost $1,000, sell for $500 


Christmas Rocket Display 


(ine 12 ft. rocket, 3 ft. projec- 
tion outside ot window glass 
(window painted as shattered 
glass). Santa emerging trom 
upended 10 ft. rocket. 


Cost $1,000, sell for $500 


J. L. BRANDEIS 
& SONS 
OMAHA, NEBR. 


G. H. Wagner 
Display Director 


SALESMEN WANTED 


Nationally known manufacturer seeks sales representation 
to display mfg., jobbers, wholesale florists and chains for 
complete line of wreaths and roping for Christmas and 
other display items. All territories open, top commissions 
paid. Desire salesmen carrying other lines to represent 


us. Give full particulars including 


lines now carried. 


JONES, The Holly Wreath Man 


MILTON, DELAWARE 


POSITION WANTED 


Display Mgr. desires position about 
August-October, vicinity Atlantic 
City-Phila., with dept or high- 
grade specialty store. 9 yrs. expert- 
ence in men’s & women’s fashions, 
jewelry and fine specialties. Know 
advertising, sho-card, and _ have 
first-rate art background. Hi-style 
and promotional minded. 35 yrs. 
of age, family man, sober, reliable 
and productive. Window photos 
and best of references upon re 
quest. Would consider jobbing po- 
sition with established organiza- 
tion. Salary about $5,000, plus. 


Address Box 7BC 


Care of DIDSPLAY WORLD 








DISPLAY MAN WANTED 


Fine specialty store requires services of versatile display man. 


Knowledge ot window backgrounds, sign writing, newspaper 


layouts. Outstanding opportunity. 


Write, 


remuneration. 


Present staff aware of this 


opening. specifying experience, reference and desired 


Address letter to 


Mr. J. H. Newman 
JACKS 
Market at Beaver, York, Penna. 





WANTED 


Used Mechanical 
Christmas Toy 
Window Display 


Must be in good condition. 


Write giving complete intormation 
as to dimensions, colors, animation 
and price. Please send photograph. 
Attention H. R. Lane. 


Herbst Department Store 
Fargo, North Dakota 

















SALESMAN 
WANTED 


Salesman or representative 
wanted to sell exclusive line 
ot imported goods trom Japan: 
display screens, paper goods, 
artificial flowers. All terri- 
tories open except western 
states 


Address Box 7CD 
DISPLAY WORLD 


Care of 


SANTA’S MECHANICAL MUSICAL 
TOY SHOP 


Made by Silvestri—used only tour weeks. (Good as new. 
Consists of six-foot Santa and five units copied from 
children’s antique musical toys. Can be used in large 
corner window or five smaller ones. $1 500. 
(1/3 original price.) 


LEO ST. CLAIR 
Care of Buck’s, Inc., Wichita, Kan. 


Price — 





SALESMEN 


Southwest, midwest, and north- 
west territories open for ex- 
clusive representation of one 
of the top lines of displays on 
the market today, tor depart- 
ment stores and better stores. 


Address Box 7EF 


DISPLAY WORLD 


(are ot 











“BREAD AND BUTTER”—That’s the way our salesmen feel 


Duplex line 
] 


about the 
A high level permanent income is assured those who qualify. 
A fast selling line of unique novelties that will probably 
Metropolitan N. Y., California, and some 
mid-West territory still open All other territories filled. 


not conflict with 
anything you are now Carrying. 
Write giving 
complete resume in first letter: 


DUPLEX DISPLAY & MFG. CO., INC., 916 Arch St., Philadelphia 7, Pa. 

















FOR SALE 


Display props in_ full-round 
papier mache, wire, wood and 
other materials suitable for all 
types of display made by some 
ot the best display manufac- 
turers in the country. Please 
contact Mr. Masnick, Display 
Director 


BARRICINI 


22-19 4ist Avenue 
Long Island City, N. Y. 





ADVERTISING MAN WANTED 


Department Store in large city in Ohio desires an advertising man, capable 
also of doing card work Must have someone who has had experience in 
department store work either as advertising manager or assistant. Please 
write giving reterences, salary requirements and qualifications. 


Address BOX 7DE 
Care of DISPLAY WORLD 





Artificial Flower 
Salesmen Wanted 


To carry full line of quality 
merchandise for up and com- 
ing firm in 
country. 


Eastern part of 
Various territories 
open. 


Address Box 6CD 


DISPLAY WORLD 


Care of 














Combination Display Man and Card W AN TE D 
Writer for leading popular priced : : 
Department Store in Eastern In- Used type tor showcard ma- 
diana New, modern front just chines. Please describe cond1- 
completed Write tor interview, tion, stvle, size, ete. 
giving all details and salary ex 


Address BOX 7JK, Care of _ Address BOX FAB 
DISPLAY WORLD. Care ot DISPLAY WORLD 


pe cted 














CORRESPONDENCE INSTRUC- 
TION—In Window Display. In op- 
eration for over 40 years with over 
20,000 graduates in nearly every 
country in the world. Write for 
catalog. THE KOESTER SCHOOL, 
Kuester Bldg., 3710-12 N. Cicero 
Ave., Chicago 40, Ill. 








DISPLAY WORLD 














JOBBERS Used MANIKINS $10 

SA LE SMAN WANTED 2-Piece Complete—as is. Crat- 
; NT Large West coast manufac- ing charge $2.50, F.O.B. New 

Resident salesman desired for TO CO ACT turer of outdoor Christmas York. 

Chicago and surrounding ter- Fast sho-card writer good on street decorations desires dec- — A 4 a ; N i. 

- : ating c anies ; isplay . 25t ; ew York 1 
ritory to represent a we ay . ' orating companies and display 152 . ; 
k _— . ell layout fo right Leni who houses to sell all-weather guar- N. Y., Chelsea 3-1550 

nown display manufacturer can handle business’ and anteed merchandise to Cham- 








ot unusual seasonal and non- people, this should be an at- bers of Commerce, Cities or Display Salesman. Alert company 
seasonal display items. tractive offer. Contact: Merchants Associations. No in Cleveland, O., reenente sepeenne 
: : ys Pane gnaes sreccary ' ; tative in display heid. ood and 

LARRY SHARP financing ee samples allied products. Excellent credit, 
on approva JASIS. well-equipped shop Representation 

Address Box 7FG needed in Chicago, Cincinnati, 


102 Piedmont Road Pitts 
F ‘ ttsburgh and surrounding areas 
Care of DISPLAY WORLD Oak Ridge, Tenn. Address Box 7HI Commission basis. Write fully. 
Care of DISPLAY WORLD Address BOX 6GH 
Care of DISPLAY WORLD 
































USE THE OPPORTUNITY EXCHANGE 


e POSITIONS WANTED e POSITIONS VACANT 
e LINES WANTED e JOBBERS WANTED, Etc. 


$4.00 Per Column Inch — Remittance With Order 


SEPTEMBER ISSUE FORMS CLOSE AUGUST 5 
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In addition to honest, creative competition, 

every industry has its share of johnny-come-latelys 

who like to “follow the leader” ... to copy the designs 
and trade on the goodwill of the industry’s pace setters. 
More often than not, they choose a name that is confusingly 
similar to the one they’re imitating. 


BUT .... and this is important to you... . they cannot 
copy creative engineering ... quality and service: 


That’s why you are right to always look for the “PEG-BOARD” 
trademark on the display equipment you buy. You know the 
quality will be consistently maintained. You know both panels 
and fixtures will do the job “as advertised” ... and you know 
you're working with the latest developments in the field .. . 

not a warmed-over copy. You know you're getting 

full-dollar value . . . every time. 





PEGBOARD: | em rd he fooled... 


ONLY THE GENUINE BEARS THIS REGISTERED TRADEMARK 


PRODUCTS 
copyrioh 1954 Be BE BUTLER MFG. CO., INC. 3150 RANDOLPH ST., BELLWOOD, ILL. 


When in New York visit P.B. of New York, Inc., 11 W. 42nd St., New York City 36. Subsidiary of B. B. Butier Mfg. Co., Inc. 
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(*for display men) ¢ 


we think you know 


that genuine [Neen ‘products 





can help you and 
your store to make 
this Xmas your 
BIGGEST. 


PEGBOARD 














PRODUCTS 


copyright 1954 
B. B. BUTLER MFG. CO., INC. 3150 Randolph St., Bellwood, Ill. 


PEG-BOARD is the Reg T.M. of the B. B. Butler Mfg. Co used to identify ts products 


When in New York visit P.B. of New York, Inc., 11 W. 42nd St., New York City 36. Subsidiary of B. B. Butler Mfg. Co., Inc. 
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call monde 


manmeqgiu ns 


Our latest group of creative high 
fashion mannequins in junior and 
misses’ sizes designed to flatter the 
newest fashion silhouettes of the 
season. The entire group is now ready 
for your selection to put high fashion 
in your windows. 

A size 1442 ‘*beau monde”’ mannequin 
is also available. 

Your Korrect-Way distributor is ready 
to show you the complete selection 


of all new ‘“tbeau monde” fashion 
figures. Call or write today— 


authorized korrect-way distributors 


Atlanta, Ga.— Melvin S. Roos & Co., 181 Pryor St., S.W. 


Baltimore, Md.— Baltimore Display Inds., 7 S. Hanover St. 
Boston, Mass.— Eastern Displays, Inc., 51 Kneeland St. 

Buffalo, N. Y.—Samuel C. Dutch & Son, 487 Washington St. 

Chicago, Il.—Hecht Fixture Co., 211 S. Wacker Dr. 

Cincinnati, Ohio—General Display Corp., 140 W. Fourth St. 

Dallas, Texas— Mr. Leonard W. Stark, Marshall Moody Bldg., 1104 Jackson St. 
Denver, Colo.— Walter W. Martin, 1622 Arapahoe St. 

Detroit, Mich.—The Art Products Co., 1425 Broadway 

Havana, Cuba—Cia. de Maderas Gancedo, 5. A. 

Honolulu, Hawaii— Bader’s Display House, Ltd., P. O. Box 3949 

Kansas City, Mo.— National Equipment Corp., 919 Broadway 

Los Angeles, California—B. A. Jacobs Company, 855 Los Angeles St. 

Los Angeles 15, Cal.-Display Equipment Co. of Cal., Inc., 511 W. Olympic 
Memphis, Tenn.— Wray Williams Display Co., 21-23 S. Second St. 
Minneapolis, Minn.—L. E. Hier Display Equip. Co., 23 North 6th St. 
Montreal, Quebec, Canada— Faye Perm Displays, Ltd.,8 St. Catherine St. E. 
New Orleans, La.—Wray Williams Display Co., 534 Canal St. 
Philadelphia, Pa.— Naythons Display Fixture Co., 909 Arch St. 
Pittsburgh, Pa.—Art R. Cohen Co., 810 Penn Ave. 

Portland, Ore.— Mr. Roderick S. Clancy, P. O. Box 4631 

St. Louis, Mo.— Midwest Display Equip. Corp., 2310 Locust St. 

San Diego, California—Jay Displays, 228 “B” Street 

San Francisco, Calif.—Kehoe Display Fixture Co., 541 Market St. 
Tampa, Fla.—Eddie Allan, 1211 Franklin St. 


AMERICAN FIXTURE AND MANUFACTURING CO. 
2300 LOCUST ST., ST. LOUIS 3, MO. 
NEW YORK OFFICE AND SHOWROOM: 11 WEST 42ND ST. 
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